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Rough Proofs 


“Advertising is what the other ad- 
vertisers are not doing,” wise-cracks 
a German advertising publication, 
thus demonstrating that advertisers 
are advertisers everywhere, whether 
they say it auf Deutsch or otherwise. 


ae 


“A shortage of medium-priced 
houses on the Pacific Coast” is re- 
ported. Could this have happened 
since that unexpected Los Angeles 
snow-fall? 
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A new type of floor covering ad- 
vertised by the Sanford Mills is 
locked instead of sewed together. 
This is to take advantage of the 
market created vy the nervous old 
ladies, who hide their money under 
the carpet. 
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Printers’ Ink, after thinking the 
matter over for a month or so, found 
that it needed only two pages to ex- 
plain why the Union Carbide case 
wasn’t really a news story. Oh, 
well, have it your way. 
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The New York Y. W. C. A. adver- 
tises, “You'll never be lonesome if 
you can tap-dance.” 

And people will never know you 
have halitosis if you can play the 
saxophone. 
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“Anorexia” is the latest advertis- 
ing term to emerge from the med- 
ical dictionary. And still they say 
that college courses in Latin and 
Greek are not practical. 
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Progress, according to the General 
Motors Corporation’s 1932 concep- 
tion, is best symbolized by a flaming 
torch. That may also coincide with 
the Japanese idea. 
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A prize-contest winner, according to 
ADVERTISING AGE, “is 27 years old and 
has a five-year-old boy, as well as a 
husband.” 

It is just as well. 
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H. M., who is probably connected 
with a publication, recommends the 
new photo-electric measuring ma- 
chine, which is accurate to one-mil- 
lionth of an inch, for use in agency 
checking departments. 


7" ¥ F 


However, you can’t blame a 
disciple of Ben Franklin, in this 
year of grace 1932, for remembering, 
when checking insertions, that an 
agate line saved is an agate line 
earned. 
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Carroll Rheinstrom reports that 
the romantic or sex appeal has been 
proved most effective for women but 
only second best for men. Is it pos- 
sible that the ladies are losing their 
charm? 
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Harry Tipper, after touring the 
world for General Motors Export for 
several years, is settling down to 
the quiet life of a merchandising 
consultant in New York. He prob- 
ably tired of translating the foreign 
menus. 


vyvwy 
William Wrigley, Jr.: a great ad- 
vertiser, a great sportsman, a great 
man. 
Copy Cus. 


Offer Trophy forBest Definition of Advertising 


MOOT SUBJECT 
TO BE SETTLED 
BY BIG CONTEST 


Thomas Heads Distinguished 
Committee 


Los Angeles, Jan. 28.—To dispose of 
this unfinished business for all time, 
ADVERTISING AGE will present a suit- 


Don Thomas 


ably engraved trophy to the person 
whose definition of advertising is se- 
lected as best by a committee created 
for that purpose. 

Don Thomas, executive secretary 
of the All-Year Club of Southern 
California, has consented to act as 
chairman of this committee. Other 
distinguished advertising men will 
serve with Mr. Thomas. 

The Funk & Wagnalls Company, 
publisher of the New Standard Dic- 
tionary, has agreed to use the new 
definition to replace the present one, 
“To make known by public notice.” 

A bow must be made in the direc- 
tion of the Women’s Advertising 
Club of Chicago. This alert organi- 
zation recently staged a contest in 
which this definition was selected as 
best: 

“Advertising is the art, science 
and business of creating a favorable 
acceptance of, demand or desire for, 
any worthy product or service.” 

Though the contest itself may not 
have attracted national attention, 
the result did. Many stalwart ad- 
vertising men took pen in hand to 
comment on the decision. One of the 
most interested was Mr. Thomas, who 
began a correspondence with Funk 
& Wagnalls. The latter’s editor re- 
plied that if and when the advertis- 
ing fraternity itself agreed on a defi- 
nition, the New Standard Dictionary 
would be glad to bring its book up- 
to-date. 

After this, there was a long si- 
lence until ADVERTISING AGE decided 
to settle the debate with a contest 
and thus clear the stage for other 
matters. 

The contest begins at once and 
runs to March 31. All entries should 
be addressed to Mr. Thomas at 1151 
S. Broadway, Los Angeles, Cal. 


Chicago, Jan. 28.—‘Tell ’em quick, 
and tell ’em often.” 

That was the advertising philoso- 
phy of William Wrigley, Jr., Chicago 
chewing gum mogul, who died sud- 
denly at Phoenix, Ariz., Tuesday 
morning. 


Mr. Wrigley furnished more spec- 
tacular examples of profit-making, 
big-scale advertising than any man 
of his time. He personally planned 
$60,000,000 worth of advertising and 
wrote much of the copy himself. 

Charles W. Wrigley, the younger 
brother who heads the Chicago out- 
door agency, said courage is his 
brother’s greatest bequest to the ad- 
vertising world. 

“In the panic year of 1907,” he 
said, “‘W. W.’ spent every penny he 
could raise for his first national 
campaign. In another lean year, 
1921, he nearly doubled his adver- 
tising investments and boosted sales 
to a new high. In the past 12 
months, the company spent $6,000,- 
000 for advertising, making steady 
profits and adding new users. 

“No matter who furnished the 
idea, the one invariable in every 
Wrigley advertising success was 
‘W. W.’s’ courage and vision.” 

Mr. Wrigley retired from active 
management of his business enter- 
prises three years ago, but the on- 
set of generally unsatisfactory busi- 
ness conditions recalled past tri- 
umphs, and he found it difficult to 
keep his promise to take things 
easy. He found an outlet by lend- 
ing a hand with advertising. 

The Wrigley poster now on the 
boards was personally selected by 
Mr. Wrigley at his last conference 
with his brother and son. The origi- 
nal text was “Don’t forget Wrig- 


“Tell ’Em Quick and 
Often,’’ Philosophy 
of William Wrigley 


TOLD 'EM OFTEN 


William Wrigley, Jr. 


ley’s.” Charles changed it to “Re- 
member Wrigley’s,” which was ap- 
proved by William. 

Mr. Wrigley did not subscribe to 
the theory that it is necessary to 
use the same medium continuously 
in order to cash cumulative value. 
It was desirable, he thought, to sur- 
prise the consumer with frequent 
changes. For this reason, he con- 
sistently used posters in the summer 
and newspapers in the winter. 

While he liked the speed with 
which a newspaper campaign could 
be staged, he criticized newspapers 
years ago for not making full color 

(Continued on Page 11) 


Last Minute 


vice-president of the agency. 


Pittsburg, Kan. 
D. Hildreth. 


outstanding civic service. 
Selling Club. 


Philadelphia, Pa., Jan. 29.—A. J. 


$12,217,288. 


News F lashes 


Campbell New Vice-President of B. B. D. O. 


Minneapolis, Minn., Jan. 29.—Ralph B. Campbell, manager of the Min- 
neapolis office of Batten, Barton, Durstine & Osborn, has been elected a 


Tulsa Agency Chief Seriously Injured 
Tulsa, Okla., Jan. 29.—Richard C. Gano, president of the Rogers-Gano 
Advertising Agency, was seriously injured in an automobile crash near 
Physicians believe he will recover. 


Nelson Is Chicago Manager for “Billboard” 
Chicago, Jan. 29.—G. J. Nelson, who blazed a new trail in 1931 by sell- 
ing a large volume of motor truck advertising in “The Billboard,” weekly 
theatrical journal, has been appointed Chicago manager. 


He succeeds W. 


Advertising Manager Wins Civic Award 
Peoria, III., Jan. 29.—Elmer Jolly, advertising manager of the Peoria 
branch of the Standard Oi! Co. of Indiana, was presented with the distin- 
guished service award of the National Junior Chamber of Commerce for 
He is president of the Peoria Advertising and 


Fernandez Heads New Curtis Department 


Fernandez, who has been assistant to 


Fred A. Healy, sales director of the Curtis Publishing Co., has been ap- 
pointed director of publicity, a new department to handle advertising and 
other publicity for all Curtis papers. 


The company’s net in 1931 was 


MEDIA EXPERTS 
INTERESTED IN 
NEW LETHRATE 


Adds Factor to Comparison 
of Rates 


Chicago, Jan. 28.—Media mana- 
gers of Chicago agencies are exhib- 
iting considerable interest in a for- 
mula devised by Edward F. Lethen, 
Jr., of ‘Rhodes & Leisenring Co., 
publishers’ representatives, for com- 
paring the rates of publications of 
varying page sizes. 

While milline rates and page 
rates per thousand circulation have 
been readily available heretofore as 
a basis for comparison, the differing 
page sizes have represented a per- 
plexing factor. Mr. Lethen asserts 
bis method, called mathematically 
sound by several experts who have 
studied it, eliminates the last obsta- 
cle in the path of scientific space 
buying. ' 

Mr. Lethen has christened his 
new child the Lethrate. For the 
convenience of those wishing to 
adopt this method of evaluating 
mediums, he has developed page 
size factors, which multiplied by the 
milline rate, give the Lethrate. The 
accompanying box gives the page 
size factors for conventional pages. 

Mr. Lethen believes the Lethrate 
is the only yardstick needed for 
comparing rates. The milline rate 
takes into consideration the adver- 
tising rate and the circulation. The 
page rate per thousand gives some- 
what the same facts. Neither tells 
the whole story, he argues. The 
Lethrate adds the missing link—ad- 
justment to cover differences in 
page sizes. 


: Ilustrates Need 


To illustrate the need for the 
Lethrate, its author cites three 
mythical magazines. Magazine A 
has a page size of 224 lines; a page 
rate of: $1.40 per thousand and a 
milline rate of 6.25. 


Magazine B has a page size of 429 
lines. Its page rate per thousand is 
$1.56 and its milline rate, 3.66. 

Magazine C has a 680-line rate. 
Its page rate per thousand is $2.36 
and its milline rate, 3.47. 


“Magazine A has the lowest page 
rate per thousand,” said Mr. Lethen. 
“Magazine C has the lowest milline 
rate. Magazine B might be consid- 
ered out of the picture by some 
space buyers. 

“Applying the proper page size 
factor, however, we find Magazine 
A with a Lethrate of 2.95; Magazine 
C, 2.86, and Magazine B, lowest of 
the three, with 2.40. 

“Magazine C has the highest page 
rate per thousand, as it should have, 
because the advertiser gets more 
space when he buys a 680-line page 
than in either of the other two 
magazines. It has the lowest mil- 
line rate, as it should have, because 
a line is only 1/680 of a page in 
Magazine CG, but a larger fraction of 
a page in the smaller magazines. 

“The question confronting space 
buyers is: ‘How much more should 
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ADVERTISING AGE 


January 30, 1932 


PAGE SIZE FACTORS USED TO REACH LETHRATE 


224-line page. 
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ak buna -+.+. .4732 page size factor 
.6549 page size factor 
pee ewoehetee das .8246 page size factor 
sce ase cabs eeeee 1.0000 page size factor 
cieneesd endanes 1.3784 page size factor 
ideeess oeeeen 1.4966 page size factor 
ee eee 1.5620 page size factor 


To find Lethrate, multiply milline rate by proper page size factor. 


To find page size factors for pages 


of other sizes, divide the number of 


lines per page by 1,000 and take the square root. 


the page rate be in a larger maga- 
zine and how much less should the 
milline rate be?’ The Lethrate an- 
swers these questions.” 

Mr. Lethen said his new principle 
is based on this formula: “‘If the 
advertising space cost of two maga- 
zines cf different sizes is equal, the 
page rate per thousand of the larger 
will be as much greater than the 
page rate per thousand of the 
smaller as the milline is greater 
than the milline rate of the larger.’ 


Evolving Lethrate 


“That is, magazines of equal rates 
‘have page rates and milline rates 
in inverse proportion to each other. 
Carrying this principle farther, it is 
obvious that a given magazine of 
any size and rate has advertising 


space value as much higher or 
lower than any other magazine as 
the square root of the product of 
the page rate per thousand and the 
milline rate of the first, is higher 
or lower than the square root of the 
product of the page rate per thou- 
sand and the milline rate of the 
other.” 

This explanation shows how two 
magazines can be compared with 
each other. In order that all maga- 
zines may be compared with each 
other, it is necessary to compare 
them all with the same magazine. 

A mythical magazine having a 
Lethrate of 1.0000 was chosen for 
this purpose to simplify mathemati- 
cal computations. 

The figure called the Lethrate of 
a publication is the number of times 
as great its rate is, as that of the 


mythical base magazine which has a 
Lethrate of 1.00. Since “things pro- 
portional to the same thing are pro- 
portional to each other,”’ comparison 
of Lethrates of two publications de- 
termines their relative space costs. 

If one magazine has a Lethrate of 
2 and another one of 6, the more 
costly is three times as expensive 
as the cheaper. 


Bird Discloses Springs 
of Human Behavior 

There are five fundamental forces 
which explain human behavior, Dr. 
Francis H. Bird told the Cincinnati 
Electric Club. 

They are hunger, sex, physical 
comfort, social prestige and personal 
habits. 


Place Motor Copy 


Archer Advertising Co., Cincin- 
nati, will use magazines, newspapers 


and direct mail in a campaign for. 
Motorists Safety Alliance, Washing-; 


ton, D. C., safety auto light reflec- 
tors. 


Anchor to Spend More 


Anchor Cap & Closure Corp., Long 
Island City, N. Y., has increased its 
appropriation 60 per cent for 1932, it 
announced through its agency, 
James F. Newcomb & Co., New 
York. - 


Rescinds Demand for 
Agency Commission 


New York, Jan. 29.—The Union 
Carbide Company, which recently 
asked industrial publications for the 
agency commission of 15 per cent, has 
abandoned this policy. 

In a letter to publishers this week, 
the company requested that any con- 
tracts issued with this stipulation be 
returned. New contracts, minus this 
provision, will be substituted, the 
company said. 

ADVERTISING AGE reported the Union| 
Carbide Company’s new policy in its. 
issue of December 26. 


Has No Agency 


Union Carbide Company has placed! 
its business direct for some time. It’ 
will continue to do so, for the present, 
it is said. 

The company is a subsidiary of the 
Union Carbide & Carbon Company. 
Other subsidiaries whose advertising 
it handles include Linde Air Products 
Co., Haynes Stellite Co., Prest-O-Lite 


'Co., Oxweld Acetylene Co., Electro 


1 | 


...until you tell them “Where to Buy it’ 


Is the search for your nearest dealer a game of 
Blind Man’s Buff? . . . Are consumers who want 
your product being sold competitive brands? 

Why not direct the readers of your advertising 
straight to your nearest dealer—via the classified 


telephone book? 


List your dealers under your trade mark in the 
classified telephone books of those towns in which 
you have distribution. Then mention this listing in 
all your advertising copy and radio programs. 


“Where to Buy It” 


service is the logical method 


of carrying the prospect from your advertising to 


(et mame egrne 
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Trade Mark Service Manag 

American Telephone and‘ ‘Telegra 

195 Broadway, New York, NY 

or 208 W. Washington St., Chicago, Ill, (OF Ficial 9300) 
Without obligation to ‘me please 

about trade mark listings in in classified telephone books. 


Paes 


h Co. 
, (EXchange 3-9800) 


send information 


your dealer. Through this service you can cover 
almost every town of 5,000 or more population— 
“tailoring” your “Where to Buy It” service to fit 


your distribution. 


Ford, Telechron, Kelvinator, General Electric 
are a few of the national advertisers using ‘‘ Where 


to Buy It.” 


Investigate this service. Ask your advertising 
agency—or use the coupon at the left. 


‘| tions, 


Metallurgical Co., and Electro Metal- 
lurgical Sales Corp. 

The technical advertising runs in 
farm, as well as industrial papers. 
The advertising of the National Car- 
bon Company, a large user of general 
magazines, was not affected. 


AGENCY BECOMES 
LESAN BRANCH 


Chicago, Jan. 29.—In order to es- 
tablish greater simplicity of opera- 
the Dunham, Younggreen, 
Lesan Co., Chicago, and the H. E. 
Lesan 'Co., New York, affiliated ad- 
vertising agencies, are amalgamat- 
ing their interests under the name 
of the latter. 

The H. E. Lesan Company is con- 
tinuing the business and activities 
of the Dunham, Younggreen, Lesan 
Company without change. 

C. C. Younggreen, president of the 
latter, who is vice-president and a 
director of the H. E. Lesan Co., con- 
tinues his activities in Chicago and 
New York as heretofore. 


Dailies Roast Their 


Advertising Mayor 

Only a short time ago Harry A. 
Mackey was known as Philadelphia’s 
“advertising mayor.” 

Mr. Mackey is now ex-Mayor and 
the City Council is fumbling with 
$76,000 worth of bills inherited from 
his administration. The newspapers 
complain that, among other things, 
Mr. Mackey spent, the money in ad- 
vertising himself, rather than the 
city. 


Pittsburgh Women 
All Set for Party 


The Women’s Advertising Club of 
Pittsburgh will show its guests the 
world in one night at the annual 
dance and entertainment Feb. 5. The 
billing is “A Crazy Cruise on the S. 
S. Friske Frolic.” 

Martina Gilchrist,* of the Meyer 
Jonasson Co., will take reservations. 


Tri-State Service 
Serves Rural Weeklies 


The Tri-State News Service has 
been formed in Cincinnati by Frank 
E. Kelly to serve weekly newspa- 
pers. It will also clear copy. 

Twenty-one papers are now repre- 
sented. 


In Convention Field 
Hendrickson Publishing Co., Inc., 
New York, announces “The Associa- 
tion Executive,” a new editorial sec- 


in World Convention Dates, with 
G. K. Dahl, editor. 


Drug Items to Bedford 


Bedford Advertising Agency, New 
York, has been appointed by the 
Denver Pharmaceutical Mfg. Co., 
Long Island City, N. Y., Thymo- 
Chestin and Dr. Dickes’ Shampoo. 


Release Tire Copy 


The E. H. Brown Advertising 
Agency, Chicago, is releasing maga- 
zine space orders for the Victory 
Tire and Rubber Co., Chicago mail 
order tire house. 


Bennett With Woodward 


Walter Bennett, formerly with the 
New York Evening Journal, has 
joined the Detroit office of John B. 
Woodward, Int., publishers’ repre- 
sentatives. 


Daily Boosts Rates 
The Moundsville (W. Va.) Journal 
has increased the open rate from 
2% to 3 cents, the rate for 1,400 
lines being raised from 2 to 2% 
cents. 


Cut National Rate 
The Quincy (Ill.) Herald-Whig has 


reduced the Sunday rate from 12 to 
11 cents. 


ee el ee ee ———— —~_ 


a ae fs < , ee 7 Sheet hs ‘ " - snap a - as Vey 7h Pt eee al a Set aa i. gee ee Ee, 7 "Poe Bed. uliictr es " 
LCi Se tea bet ee F ’ 6 + p Toe we ee Mio Se ane * 7 ' Ms r ae en JE : : Voie; 
Slee Fs Ma = ‘ i a ge SS we AA i nae y po ‘ . : : 
=) elt : 3 ee ta 4 ‘ 6 oe y cas A . ae s * - 5 
<i 4 oe oe ved e | ee ERO SE a . A Pe ee Ss cia, es f . afr Te eee (= : = ree Pitan bal ay aie. ‘ fe Seip a * sae 
of ae ’ sa Tigh : Cee ees : ae he yt oe eee ME uy RS can Be ee whe Dag) 4 
: : Pip; pe if ee : fs Pa ; " : A : : 
eee oes / 
Fie oe 
in ret { 
Be aes | 
Es = a, 2 
aoe ae | 
z Sal a — 
| 
ahaa Sie —— OOOO 
Sk. 
oS a tp 
hea eo 
ae os 
a 
5 | 
| Pe | 
ms ‘tans : 
SHAE gl ot ok | ’ 
ee a eae 
Se, One 
eo. epee | 
i? Jaane 
ae a 
es a ‘ 
a S PE 
i oes 
- 
Mr ye: 
hate ois 
(SN SRE ee ak Eid 
ies 
a ance | 
Liga oe | | eee—“CCSCéisSS 
Pe ee a pO EE eee ee ee 
iain . ————————EEEE=E=E=Eea[=—eGE37oxX—=—_—e————_________OO ee lll 
ar | 
H 
t | : ee, =e a ke a Yt, 7 —_ si : ee. vice os te 
7 hd . . . . nd 
<i Vv e ccntimapmaiaiian 
} 
i iy Se ue a 3 | 
ne mn tae - ‘ 
sf na ea eg ier" ee ae Toe eae xe 0 MSGR Ss eile one ae Ba re 
ver fo) ope ok “hs eee SRT ass we ee ot PaaS a ee a ple te RIES ene kee dite co 
sini i i nm 
* E Lay ee ie sae mot =! ies Bi og: Ye oe eee 
ree noe a ee ae ae or 3 | 
ie ia A, rity ae 4 sueeaiaees ae . ee tec cel” ie ore oh 
ee OS me  o os ee Se ee 
ae ge: 2 eS . a sis | anes { 
i vie a aa ba" > ie ~~ ete” 3 a a ye i ee ee 
—< 4 cate) 5 _* Oy eames eS ee ae BE Fe 
pee ar . Ss \ 2 i a ae x 
: ps rer, a 
But or <j a , a 
= ag = 5 ’ - i “I 
ne etme | ya ae - ‘a - _ tia 3 
Bees _ : oe ee y ‘ ; — 7 near ee 
pet m a 2 in pr = r ae we Bs 
ce 4 coe ae ; : * Rin Pe tee 
oe a ax . * Be cee 
oF : : og “i = a ap 
: ah . a ee ‘ $ AB aig ea 
Ped 4 a 2 + ty * 
SS Pee ase. ag : ba: § a 
Peay Spa Pe ‘ . } : 
ta <a. 4 < yr, % 3 A 
a. pts 4. 2 eae ef ee et : ; Be* \ on 2 eA 
SC pee. ae te ee ES » i ya \ a eR inn 
ae Saas C —- * a -_ a - é eS ec ee eo 
igen a 2 jeer By s a J ; ~*~ * re ae i 
hae Pia eee Te \ + ae Ras Maen 
<r ee oie uae nee : ~ Fee . = ‘7 Cease ee 
as le earn 5 a ee does a - A & oo is ee 
iat od cS. iio? ae b ae ws ole rt—C 
Se ee am . Rie ek | MSs Sa eee ee 
7 or © op ea a. - 2a aE ee Ty 
ee  —ae , ey . i 
ee: =F < i —e :.. : = eh & i hg 
or ere Pe pee tera i se ae tan ot 3 ae ie Oe ‘ 
a ee a a I a Y +. ae a i i) Yen eno eae ee 
ay ern é Soe ee sa ty Za : Oe 2 ioe iat 
ag Ee: a ae eee tis er ian 
PE iene : Be ¥ Paras —— 1 Br <a atts eee 
ma § igeeS . a iS a - see rae. ie a ae 
bee F Y - en Fate rors f co a oe Ss st a es se 
Fee : . ve i aa RE go Ph * Bes : Me Gea ies 
oe 
Bs — —- 
a ae | 
‘ ee 
‘ og a Ss Sat les = 
a 5 en oe a 
~ 7 oo > = ee 
: , ‘ Qe, Hm - - Fie 3 S: a ea : o Oe 
eg Ce . 
oo id ae nS I A ie Me aed — 
dd Ci PR 29). ¥ * oe Se htc aetee” nae ee 
oi Grads s Fhe. het 2 ae hon 3 
eae ey Ry ge eg a Fees aa 
. hare, hans hiss f x } 
ce Ps Pats) s, ‘ fee 
ie gee j Paper 2g ¥ son a 
he ee Rian, ed. 2 eg * a . eee iy 
Sri tt Oe Ney She < 4 ; pai 
i SS ae SR. i, eee : 
rahe i shal tok: . My “ 9 . a Se 
ne gn NS ee Lidia Ray ge _ 
q oe tee a Shay ai: se 422, . 
r Bein erly fasts ig bed dag ey ee ; “i 
he P ; 4 ee \ a 
Sy eS AR Pe ae = 
So WBS ES IS ere igor ne Wamp, ae A ae = 
: ed ‘ - o.” Aes A “i? 
: + geen: Sy Sa 
, rey , 2, A IS py, 4 “ale 
of eR la . ot ns We aX 4 “onde 
oe. ae i — Ra» eS 2m Sea PRA “SS Wee ‘ 7 i it 2 
oe cog dil £e oe . ee 0% ba Ml o 
saree ee seh S Eel < ae 14". “. x 
ae wee!) lo eae r 
eee Se ee 
i ‘ e, 6 aya m ¥s 
es ee ly Sa 
’ eae 4 lay **. ix hy? Br, * . 
a | 
f eiieemnineenicitiacenin 
be 2 
tz 
% : 
3 . 
we sae a ears Pe ——$—_— 
S ? NAME , = 
“| P COMPANY | 
é 
‘4 ee ee Ee aE 
Rares ADDRESS ; 
5 Aes Pi. Stoic ‘ sie rg Fi es poet! one Ss Po 
\ : 
# 4 ; a ree . 
re Cet ina s Mohs oe 8 Shep eR N ote TT alle NMR ca, Phe OLS ys mR ee es ie ee ee a ah yt a iP ef - 7 one ey ieee icy oS ieee ees pets sane ee ee Pere: «, : Hore? * 
apap! ul Bee eee er Oe ie reat re RE) oe ae 8. So eiiy eS bella apt Spey Eg See oy a nt ae ee ao case A ak wk RI” MM aS oS lr a ue ices sem Sar 
Oe tS ieee AER Sis <tc. Cp tA ei 5 re tal Te Pee eA SR Sh oi be, en ae em ee Se Eg OS Se etn ye | cee ees NT poo Formers Sol a SS” ata a me 
Se RS ge ee et Re cee OV, ee ee). ai reme ss. Res eeers ero tty = o> Cet i a Be te Sra ae pas hes ie SE ae RR a St oa see a Pt 9.) A ee PE 
Sa eo ee ea ack Rare ee SE ear PIM e ee ee Kogyo aa MR RY Re “Tite eee bei 1 ae OO Lr a ae ame oe ee aa BRN Se Tete | RI ae eA 6 je Gee a ae See ove 2, aa aie a gis ae ae is he, te 
ee ee ee ‘ nee ger ee Sree yg” ha ke eer a ec c. .h mr 8 ath ite se eee ee ce eh) ma Si eee ee ms 8S 22 el MS a CT Cl a 
ee diese 6 pp cea BG Se hee en fe ey reed xe pee oe eats a eee beac pene Shc - ie t Pe ee es hy ere ees! 2 ee fies Pi oie x f ee rg | RO laa Pete 
Sie ot Oe PS e Tae  s i, Code) 6 aS) fa fad ae Se eae SP lee Sere fe ek oe Oh Na Re = ase a eae Be po te a al. Oe Ge nae ere Cee ee Ji Soy Cae ee WY J GL > tase 3) eee eiebaer ee iy)" | RRA Sei Iain be 
oe a ee re * erg ee eee en Gata} eee aS eae SA =e PA alee #. eae ig be oe ata 7 Ee RG ee ce ee ‘ peers | Ot cites ATE Hd eas Se Pee Oe oe ae, Bice pes 2. ey eet, Tie eek po sie tes ace cen eae. Peis TRS ah a Foca on oF ae 
Pe et ck ea ee ge cae Tot ee GON cr See ek Tea. eens | cate aaa pe oy Tan vr Saas IS ae ae ne fe oF Rene ON eg 2 RNS aed tha ae Sie alee hee Say rh aue is Co ee BS 5 Se ea a 
PE Ei ic RE Ser OR Co NaS | a Cm Epa en) Soe ee i eee 2 ie ern ee eet ek eek wham) eae eee me Dates Ly BS Ny ATCA IC a aE Pee ah eB ton gta le pe oo A i Reo, Pe EL eee Mp 2 ter RS IE ot ie ah Eee PR Mh 2 Ue a, OCR Wh), i Sk Sle 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


el el —— — 
‘ 


January 30, 1932 


ADVERTISING AGE 


eee, he 


Announcement 


Fowler Dugger, Advertising Manager 
Wallace C. Richardson, Eastern Manager 
250 Park Avenue, New York 

Telephone Eldorado 5-2044 Raleigh Memphis Dallas Telephone Central 3400 


AFFECT IVE with the issue of February 1, 1932, THE PROGRESSIVE 
FARMER AND SOUTHERN RURALIST announces a line rate of 
$4.25 and acirculation guarantee of 850,000 net paid—a reduction of 15 per 
cent in both advertising rate and circulation guarantee. Business now on 
our books for the February Ist issue and succeeding issues will of course be 
billed at the new rates. 


The new black and white page rate of $3,000 represents a reduction of 
$640.00, or 17% per cent. The new rate per page per thousand, based on 
the net paid guarantee, is $3.50—a reduction from $3.64. 


Our new rate card gives complete advertising information including 
separate edition rates and circulation. 


In these unusual times no defense need be made for reducing advertis- 
ing costs and circulation. However, we want to give the reasons for our 
action: 


First: Advertisers want lower net advertising costs and 
a lower rate per page per thousand subscribers. 


Second: We could not provide appreciably lower adver- 
tising costs on a circulation guarantee of 1,000,000 net 
paid, because of our already-low milline rate and rate per 
page per thousand. Our circulation guarantee therefore 
was reduced to the extent of 150,000 in order to make the 
savings to our patrons substantial and attractive. 


In the future, as in the past, we may be expected to maintain a reason- 
able excess in net paid above our guarantee. 


OUR FOUR-COLOR COVER SERVICE 


Our progressive steps do not end with the reduction of both net adver- 
tising costs and the rate per page per thousand subscribers. We take 
pleasure in announcing that effective September 1, 1932, THE PRO- 
GRESSIVE FARMER AND SOUTHERN RURALIST will have avail- 
able a Four-Color Cover service which will be comparable to any in the farm 
field. Cover rates and mechanical requirements will be announced later. 


The addition of this Four-Color Cover service not only meets a demand 
from advertisers, but this added improvement in appearance will give THE 


PROGRESSIVE FARMER AND SOUTHERN RURALIST an even 


greater reader acceptance. 


“The next half century belongs to the South’ 


Chicago 


BIRM 


Paul Huey, Western Manager 


Daily News Building 
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Advertising Loses a Leader 


The death of William Wrigley, Jr., 
has removed one of the most inter- 
esting figures in advertising. His 
enormous success was based so 
largely on advertising, and he was 
such a consistent and enthusiastic 
practitioner of the art of influencing 
the public through this means, that 
the whole advertising world accepted 
him as a leader and looked to him 
for inspiration. 

Another famed Chicagoan, Julius 
Rosenwald, died only a few weeks 
earlier, and thus the Midwestern 
metropolis has lost within a short 
time two of its great business men, 
both of whom were conspicuous in 
their use of the merchandising and 
advertising methods which we have 
come to regard as characteristically 
modern. 

One of the most impressive fea- 
tures of Mr. Wrigley’s career was 
his spontaneous and natural use of 
advertising for the promotion and 
development of his business. He 
might be called a born advertiser— 
one who took so naturally to it and 
who applied it so effectively that it 
became part and parcel of his busi- 
ness philosophy. 

He did not have to be “sold” on 
advertising. He did not buy a “cam- 
paign” and then drop out of the ad- 
vertising procession. He did not 
change his plans nor his programs. 
Instead, he advertised constantly 
and vigorously, and when the going 
was tough, he advertised harder 
than ever. His greatest progress 
was made in periods of depression, 
and during the hard going of 1931 
his company was advertising on as 
broad a scale as ever, and earning 


just as large returns as ever before. 

It takes a William Wrigley, Jr., to 
demonstrate the value to business 
of the instinctive enterprise, cour- 
age and vision of the born adver- 
tiser. He had a seemingly youthful 
spirit which had as its motto, “Press 
on!” He applied advertising with 
equal success to such various enter- 
prises as the Chicago Cubs baseball 
team and his spectacular develop- 
ments on Catalina Island. He had 
proved its power so often that his 
belief in it was complete. 

Mr. Wrigley was an advertiser 
who did not cling to any one 
method. He was one of the most 
catholic of advertisers, in the sense 
that he used promotion in practi- 
cally all forms. He advertised in 
newspapers and magazines, outdoors 
and by radio. He employed premi- 
ums and sampling. He used almost 
every conceivable method of re- 
minding the people of the United 
States, and indeed the whole world, 
that the name Wrigley means good 
chewing gum. 

Because the retail price of his 
product was five cents a package, 
the career of William Wrigley, Jr., 
demonstrated, as N. W. Ayer & Son 
pointed out in a recent advertise- 
ment, written long before his death, 
the possibility of building towers 
from pennies. He has given advertis- 
ing a mark and a measure for fu- 
ture guidance, and we believe that 
the record of his experience will be 
for many years to come a practical 
inspiration to business in its every- 
day use of the tool which he made 
so powerful in his attack on the 
markets of the world. 


Price As an Advertising Appeal - 


Current advertising reflects the 
times. Price is used so often as a 
basis of the advertiser’s appeal as 
to indicate the effect which the 
tightened purse-strings of the indi- 
vidual consumer are having on the 
business of the advertiser. 

The development of products 
which represent unusual value, and 
which can be offered at prices which 
are remarkably low, compared with 
previous quotations, give advertisers 
a message which the public should 
be interested in. Such spectacular 
announcements have a news value 
which should add materially to the 
normal interest which consumers 
have in the sales stories of manufac- 
turers supplying the national mar- 
ket. 

Carroll Rheinstrom, who spoke in 
Chicago this week on variations in 
the effectiveness of copy appeals, 
based on the results of the Gallup 
survey, reported that price is inef- 
fective in attracting the attention of 
magazine readers, as recorded in 
this particular study. 

This finding is interesting, but we 
do not believe that it vitiates en- 
tirely the importance of the price 
element in current advertising, pro- 
vided its true significance is drama- 


tized in terms that the average 
reader can understand and apply to 
his own case. 

The weakness of many advertise- 
ments which employ price as the 
chief copy appeal lies in the assump- 
tion on the part of the reader that 
the goods are worth about what the 
price indicates. The demonstration 
of value at a new or lower price is 
something else again. It is the oppor- 
tunity to make news of changing 
prices, by showing the increased 
values inherent in the new offer- 
ings, that advertisers may have 
overlooked. 

We believe, for example, that the 
Hart Schaffner & Marx campaign, 
while built around the idea of new 
and lower prices, which restore the 
levels of fifteen years ago, has dem- 
onstrated to consumers the sound 
values which H. S. & M. products 
possess in spite of the reduction of 
price, and that it should be effec- 
tive, at least in arousing renewed in- 
terest in men’s clothing. 

Reduced earning power may make 
lower prices necessary to many con- 
sumers, but value must still be dem- 
onstrated in order that price may 
be the most effective sales argu- 
ment. . 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


344. Making Snoopee in the Small 
Towns with George D. Mit- 
chell. 


This is a reprint, in thumb-nail 
style, of a recent address by the 
managing editor of The Pathfinder, 
before the magazine group of the 
Advertising Club of New York, with 
comments by some of those present. 
Mr. Mitchell was kidding part of the 
time, but there was enough dyna- 
mite and horse sense in his address 
to make it interesting and valuable 
hearing and reading. He does take 
up some cudgels in behalf of the 
small-town market, but his statis- 
tics, if any, are far from wearisome. 
Better send for a copy. 


345. 


Arnold Research Service here lays 
down 11 situations in which tele- 
phone interviews can be used to ad- 
vantage. It recites seven other cases 
in which telephone interviews should 
not be used. The cost of calling by 
telephone is rarely greater than by 
mail and may be less, the booklet 
asserts. 


Interviewing by Telephong. 


346. Housing: the Need. 


This is a reprint from the Febru- 
ary issue of Fortune. “The picture 
of America as one great glitter of 
plumbing ads is not altogether life- 
like,” the story comments, “for 90 
per cent of American farm houses, 
80 per cent of village houses and 35 
per cent of town dwellings lack run- 
ning water and sanitary indoor toi- 
lets.” Its moral is that the building 
industry should get busy and pro- 
duce a good house to sell at $3,600. 


332. The Collegiate Salesman. 


The Collegiate Special Advertising 
Agency has issued this up-to-the- 
minute list of college papers, indi- 
cating the name of each, where pub- 
lished, the enrollment at each insti- 
tution, and frequency of issue. The 
list includes 735 college newspapers, 
101 humorous college papers, 37 col- 
lege dailies, and suggested combina- 
tion groups. 


239. To Serve You. 


A profusely illustrated booklet de- 
scribing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


21. The Hospital Field. 


Business depression? MHere’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


310. A feather that cannot be taken 
out of Life’s cap! 


Life has issued a four-page folder 
to correct some figures issued by 
another publication in a comparison 
of rates. Its rate per page per thou- 
sand is $5.94, instead of a higher 
rate reported. Its four-color rate is 
below, instead of above $10 per page 
per thousand. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the lo- 
cal dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


THE WINDOW DRESSER 


RETIRES FOR THE NIGHT 


| = lial 


—Punch 


Voice of the Advertiser 


Spankable Babies 


To the Editor: Since “looking 
rearward” at youngsters seems to be 
attractive to the editor, we are en- 
closing a recent advertisement pro- 
duced in this office presenting rough- 
ly the same points of interest as 
those presented in the Mennen ad- 
vertisement. 

Quite a number of people agreed 
that this baby, used in copy for 
Roszell’s milk, appeared to be quite 
spankable. 

HARRY CLATFELTER, 
Advertising, Peoria, Il. 
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Modesty 


To the Editor: Many thanks for 
your inquiry about my new agency. 
I never thought there would be any 
real interest in “‘my past” and there- 
fore sent no release on myself. 

I was formerly director of mar- 
keting, Warner’ Bros. Industrial 
Films Inc., a subsidiary of Warner 
Bros. Pictures Inc. 

I was previously vice-president of 
Lyddon, Hanford & Kimball Inc., ad- 
vertising agency of Rochester and 
New York, resigning to become vice- 
president in charge of the Rochester 
office of Addison Vars Inc., advertis- 
ing agency of Buffalo, Rochester and 
New York. 

Roserrt A. WINTHROP, 
Pres., Winthrop & Co., New York. 
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How to Ask for 


Hexylresoricnol 

To the Editor: I had a _ hearty 
laugh when I read a paragraph in 
Rough Proofs of Jan. 16. 

A Boston specialist, to whom I go 
semi-annually for a check-up, ad- 
vised me to use Hexylresoricnol So- 
lution S. T. 37 for what is commonly 
known as “smokers’ mouth.” 

I have probably used more than 
100 bottles altogether, but never 
used the word with 15 letters. Just 
told the druggist I wanted the large 
size S. T. 37—and got it. 

FRANK L. ERSKINE, 
Brocton, Mass. 
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Them Models Again 


To the Editor: ADVERTISING AGE 
of Jan. 16 carried a picture of the 
oft-photographed models that ap- 
peared in person at a benefit of the 
League of American Citizenship. 

Please identify some of the adver- 
tising copy these models have ap- 
peared in—that is, some of the most 
generally known copy in national 
publications. 

FRANK W. Coucn. 


Manufacturers Join 
for Range Campaign 

To the Editor: There has been 
some misunderstanding as a result 
of the front page story in your De- 
cember 12 issue with the caption, 
“Pledge $12,000,000 in 3-Year Cam- 
paign for Electric Ranges.” 

This caption, followed by a refer- 
ence to George Hughes, president of 
our company, was interpreted by 
some people as indicating that the 


"LET'S EAT" 


Edison General Electric Appliance 
Co. is responsible for the entire 
campaign. 

As a matter of fact, there are eight 
or ten range manufacturers, com- 
prising the electric range section of 
the National Electrical Manufactur- 
ers Association, participating in the 
three-year industry campaign and 
whose expenditures were also in- 
cluded in the $12,000,000 to be spent 
for promotion. 

W. A. GROVE, 

Mer., Adv. and Sales Promotion, 

Edison General Electric Appli- 
ance Co., Chicago. 

7 FF F 
Cheese Consumption 

To the Editor: Your Jan. 16 issue 
carried a note about consumption of 
cheese. What territory does this 
cover and what is the authority for 
the figures? 

H. B. LEQUATTE, 
Pres., Churchill-Hall, Inc., 
New York. 

(Editor’s Note: Consumption in 
1931 was 19 pounds per family, and 
not per capita, as stated by ADvVER- 
TISING AGE.) 

+ 3 


Cheese Consumption 
To the Editor: Official figures of 
the U. S. Department of Commerce 
show per capita consumption in 1930 
to be 4.47 pounds of cheese per 
capita. 
W. H. DENNEY, 
Cecil, Warwick & Cecil, New York. 


vv F F 


“Welch’s for Breakfast!’ 


To the Editor: You have a great 
paper. I look forward to its arrival 
because I know it will keep me 
posted. 

Welch’s for Breakfast! 

Harowip J. Porter, 

Adv. Mgr., Welch Grape Juice Co,, 

Westfield, N. Y. 
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ADVERTISING AGE 


GALLUP SURVEY 
PAVES WAY FOR 
STRONGER COPY 


Rheinstrom Reports Con- 
Sumer Reactions 


Chicago, Jan. 28.—Carroll Rhein- 
strom, vice-president of Liberty, 
made a presentation of remarkable 
findings on advertising effective- 
ness, based on the Gallup survey, at 
today’s meeting of the Chicago Ad- 
vertising Council. 

These tabulations of the reactions 
of 4,000 readers to advertisements in 
six issues of four leading general 
weekly magazines upset many of 
the commonly accepted ideas as to 
the most effective appeals, illustra- 
tions and types of copy. 

The average percentage of men 
readers who noted advertisements in 
black and white was 32, and the av- 
erage for women readers was 44 per 
cent. The average for advertise- 


men and 79 per cent for women. 
These figures were taken as “par,” 
and the ratings of various individual 
features of the advertisements were 
based on the averages. 


Economy Means Little 


While the analysis of advertising 
effectiveness covered 49 different 
items, Mr. Rheinstrom dealt with 


headline and illustration. 

In the first classification, the price 

or economy appeal was found to 
have been ranked first by advertis- 
ers, but the survey showed it is 
eighth in effectiveness among men 
and tied for ninth among women, 
the figures being 13 per cent below 
par for men and 38 per cent below 
par for women. 
. Efficiency of the product was the 
appeal used by advertisers more fre- 
quently than any other save price, 
but it ranked ninth in effectiveness 
with men readers and tied for ninth 
with women readers. It was 19 per 
cent below par for men readers and 
38 per cent below par for women. 

The sex appeal, or some variation 
of it, involving various aspects of 
relations between men and women, 
tied for ninth in popularity among 
advertisers, based on their use of 
this theme; but it was second in ef- 
fectiveness among men readers, and 
first with women. Among men it 
ranked 34 per cent above par, and 
among women, 142 per cent above. 

Vanity, including self-beautifica- 
tion, personal improvement and 
other variations of this theme, tied 
for ninth in popularity of its use by 
advetisers; but it was sixth in ef- 
fectivenes: among men readers and 


cent below par, and fifth among 
women, ranking 71 per cent below 
par. 

Some of the most unexpected re- 
sults were obtained in tabulating 
the results of different kinds of il- 
lustrations. Those showing the prod- 
uct in use were most popular among 
advertisers, but were fifth in effec- 
tiveness among men readers, 6 per 
cent below par, and fourth among 
women, 4 per cent above par. 

Those featuring the results of use 
of the product were fifth in use by 
advertisers, but first in effectiveness 
with men readers and first with 
women. For men they ranked 16 
per cent above par and for women 
71 per cent above par. 

Photographs of people were first 
in popularity of use by advertisers; 
third in effectiveness in stopping 
men readers, and first in attracting 
the attention of women. For men 
this was 6 per cent above par, and 
38 per cent above par for women. 


Human Interest Attracts 


Drawings of people, meaning any 
kind of illustration other than a 
photograph, were fourth in fre- 
quency of use by advertisers, fourth 
in effectiveness with men and sec- 
ond with women. For men this type 
of illustration was 16 per cent below 
par and for women 21 per cent 
above par. 

The survey developed interesting 
figures regarding variation in reader 
interest among various types and 
classifications of products. The tabu- 
lation, for black and white, showed 


COUNCIL LEADER 


Basil T. Church 


N. Y. Agencies 


resignation of Abbott Kimball from 
Lyddon, 
Louis H. Frohman, a former associ- 


In Merger As 
Kimball Quits 


New York, Jan. 29.—Following the 


Hanford & Kimball, Inc., 


the following percentages of men 


and women readers: 


Pet. Pet. 

Noted Noted 
by by 

Product Men Women 
Clocks and watches....... 39 25 
aa 43 38 
Automotive equipment... .20 7 
Gasoline and oils......... 31 17 
Passenger Cars ......++-- 33 16 
EC bndde oki ees h5a0 bd 16 23 
WOEt GROMME ci tcc cvcdsscss 33 32 
Proprietary products ....35 41 
Men’s toilet goods........ 35 23 
Women’s toilet goods..... 34 43 


The use of color added attention 


ate and president of the Louis H. 
Frohman Company, will rejoin the 
agency Feb. 1. 

The new name will be Lyddon, 
Hanford & Frohman, Inc., with offi- 
ces in Rochester and New York. One 
of the offices here will be closed. 

Mr. Kimball, who has been manag- 
ing director of the New York office 
for six years, will form his own 
agency. 

Clinton R. Lyddon will be presi- 
dent of the merged agency. Mr. 
Frohman will be executive vice- 
president; Lester A. Casler, vice- 
president; Saxe H. Hanford, treas- 


value to many of these classifica- 
tions, increasing the number of men 
readers of advertisements for gaso- 
line and oil to 42 per cent, an in- 
crease of 35 per cent, and the num- 
ber of women readers to 28, an in- 


urer and Ralph M. Cole, secretary. 


McGraw-Hill Building 


Is Inspected by T. P. A. 


second amon wome * At.xrated par 

among meng ®idnb2 cenit. sahgye 

par for womep. x7¢+s R te e.g 
In headlines, it % was t n& that 


most popular type. am 

ers was that ei tgodes with 
product. This type, however, was 
third in effectiveness among men 
readers, or 3 per cent above par, and 
fifth among women readers, or 21 
per cent below par. 


tis- 


Researching the Headlines 


The specific experiences of users, 
involving direct or indirect testi- 
monials, was fourth in frequency of 
use for headline purposes by adver- 
tisers, but ranked first in attention 
value for men readers, 25 per cent 
above par, and first among women, 
with a rating 75 per cent above par. 

The advertisement where the 
headline was so displ-yed that it 
told all of the story was tied for 
fourth in preference by advertisers, 
but fifth in reader effectiveness 
among men, 22 per cent below par, 
and fourth among women, 79 per 
cent below par. 

The advertisement presented as 
all text, without a headline, was tied 
for fourth place in advertising prac- 
tice, but vas fourth in effectiveness 
among mé~ readers, rating 41 per 


eae 


crease of 65 per cent. 


In the case of passenger cars, the 
percentage of increase in the num- 
ber of readers was 55 for men and 
of foods, 125 per 
cent for men and 104 per cent for 
women; women’s toilet goods, 6 per 
cent for men and 16 per cent for 
women. The added cost of color av- 


125 for women; 


eraged 52 per cent. 

“The figures,” said Mr. 
strom, 
merely as suggestive of the things 


advertisers can find out about the 
relative effectiveness of different 
kinds of copy. What we all want to 
discover is what makes a good ad- 
vertisement, and this kind of ma- 
added to as rapidly as pos- 
sible, will help progress in that di- 


terial, 


rection.” 


Dr. George H. Gallup, of North- 
westera.. University, who made the 
the tabulations 


duncheon. 

le maid AF tl 

fertile ae , 

gation. 1:8 Go SAMape ~ é. a 
“Mente H imertis,” fhe sa 

chief resistance ‘the. 

to overcome.” 


Make Patent Pact 


Lansing, Mich., and the Quake 
Manufacturing Co., Chicago, 


Rhein- 
“are not offered as final, but 


ote] 


The Motor Wheel Corporation, 


have 
consummated a cross-licensing agree- 


The Technical Publicity Associa- 
tion, New York, inspected the new 
McGraw-Hill building at 330 West 
42nd street at a special meeting 
Jan. 27. 

After a buffet supper in the dining 
room on the 38rd floor, the associa- 
tion held a short meeting and then 
was guided through the plant, 
equipped to handle every phase of 
publishing. 


General Motors’ 1931 
Net Is $96,858,701 


Net earnings of General Motors 
Corporation for 1931 amounted to 
$96,858,701, compared with $153,766,- 
247 for 1930. This is the lowest 
since 1924. 

Sales to dealers, including Canada 
and overseas, were 1,074,709 cars 
and trucks. 


Pick Hirshon-Garfield 


The Spa Pistany, of Czecho Slo- 
vakia, has retained Hirshon-Garfield, 
Inc., New York. Magazines or news- 
8 will be used for the Spa Pis- 

Sa pistany Gamma Ray 


pressure instr 3° 
Batten, Barton, Du 
y | 28 its agency. 


Agency at Terre Haute 


COUNCIL PICKS 
BASIL CHURCH 
AS NEW LEADER 


Chicago, Jan. 28.—Basil T. Church, 
Chicago manager of the Capper Pub- 
lications, was elected chairman of the 
Chicago Advertising Council at the 
annual meeting today. He succeeded 
O. C. Harn, managing director of the 
Audit Bureau of Circulations, who on 
account of the heavy duties of his 
A. B. C. post was unable to stand for 
re-election. Mr. Harn was presented 
with engrossed resolutions adopted by 
the Council, the presentation being 
made by Homer J. Buckley, chairman 
of the board, Buckley, Dement & Co. 

G. R. Schaeffer, advertising man- 
ager of Marshall Field & Co., was 
elected first vice-chairman, and Ly- 
man L. Weld, of Mitchell, Faust, 
Dickson & Wieland, second vice-chair- 
man. Directors for two years were 
chosen as follows: 

W. J. Byrnes, Chicago Tribune; G. 
R. Cain, Swift & Co.; H. K. Clark, 
New York Sun; Guy W. Cooke, First 
National Bank; Keith J. Evans, Jo- 
seph T. Ryerson & Son; C. J. Harri- 
son, Photoplay; Maurice H. Needham, 
Needham, Louis & Brorby, Inc.; Ben 
C. Pittsford, Ben C. Pittsford Co.; 
Mr. Schaeffer; H. G. Schuster, Chi- 
cago Daily News; Niles Trammel, 
National Broadcasting Co.; Mason 
Warner, Mason Warner Co.; James 
W. Young, University of Chicago and 
the J. Walter Thompson Company. 

Directors for one year: James T. 
Aubrey, Aubrey & Moore, Inc.; Ar- 
thur H. Ogle, Bauer & Black; John 
M. Rodger, McGraw-Hill Publishing 
Co. 


On Executive Board 


The following past chairmen were 
named ex officio members of the ex- 
ecutive board: 

Max A. Berns, Universal Atlas Ce- 
ment Co.; Messrs. Buckley and Harn; 
W. Frank McClure, Carroll Dean 
Murphy, Inc. Other ex officio mem- 
bers are Fred J. Ashley, Association 
of Commerce, and Flint Grinnell, 
Chicago Better Business Bureau. 

Departmental committees repre- 
senting the various advertising inter- 
ests in the council were organized, 
with the following chairmen and 
vice-chairmen. 

Advertising agencies: Edward H. 
Gardner, J. Walter Thompson Com- 
pany, chairman; Melvin’ Brorby, 
Needham, Louis & Brorby, Inc., vice- 
chairman. 

Business press: Paul I. Aldrich, 
National Provisioner, and John M. 
Rodger, McGraw-Hill Publishing 
Company. 

Direct mail: Robert G. Marshall, 
Robert G. Marshall Letter Company, 
and Martin H. Higgins, Autopoint 
Company. 

Farm papers: M. J. Swan, Inter- 
national Harvester Company, and 
Victor F. Hayden, Agricultural Pub- 
lishers’ Association. 

Financial advertisers: J. J. Levin, 
A. G. Becker & Co., and Charles M. 
Redmon, Boulevard Bridge Bank. 

Industrial advertisers: H. W. Stoet- 


yer ork} 


ment on Valjean and Breese oil 
burner patents. Sales activities are 
not affected. . 


Woolworth Net Up 


F. W. Woolworth Company and 
subsidiaries had a net income of 
$41,348,000 in 1931, compared with 
$34,736,000 in 1930. Stores increased 
from 1,881 to 1,903. 


Linn Is Director 
M. Palmer Linn, Beckwith Spe- 
cial Agency, has been elected a di- 
rector of the St. Louis"Whamber of 
Commerce and chairman of its pub- 


licity committee. 


Mid-West Advertising Agency has 
been formed at Terre Haute, Ind., by 
Lester E. Wolf, formerly of the New 
York Times, and C. L. Ricker, Hutch- 
inson-Ricker Printing Co. 


Bel Caps in Newspapers 


Bel Caps Co., Clifton, N. J., cold 
remedy, has appointed the Mortimer 
Lowell Co., New York. Advertising 
in newspapers has already started. 


Issue Petroleum Bulletin 


Bureau of Foreign and Domestic 
Commerce has issued “Petroleum 
Refineries in Foreign Countries,” 
available for 10 cents. 


zel, Republic Flow Meters Company, 
ang W. I. Brockson, Steel Sales, Inc. 
7 Pers; H. G. Schuster, Chi- 
, s, and H. K. Clark, 


fertising: Burr L. Rob- 


aay 


F Outdoor Advertising 
Co 


“wrean L. Eastman, Na- 


Radio: 
tional Broadesting Company, and 
Earl L. Hadley, Wisgby-Grunow Com- 
pany. 

Window display W. L. Stensgaard, 
W. L. Stensgaardénd Associates, and 
H. C. Oehler, Weboldt Department 


Store. 


Paul L. Schvartz With 
“IeeCream World” 


Paul L. Schwitz, former publisher 
of World’s Bu*er Review, Alberta, 
Canada, has /oined Confectionery 
and Ice Cream Wor ld, New York. 

Mr. Schwar?, will specialize on 


the technical /de. 


Rickard Leads 
In Volume in 
Business Press 


New York, Jan. 28.—Rickard & 
Co., New York, placed more adver- 
tising in business papers in 1930 
than any other agency, Associated 
Business Papers, Inc., reports. Rick- 
ard’s 2,135 pages was followed by 
the G. M. Basford Co., New York, 
with 1,935; Marschalk & Pratt, New 
York, 1,183; and the Buchen Com- 
pany, Chicago, 1,005. 

The A. B. P.’s figures are incom- 
plete, some agencies failing to re- 
port. The tabulation gives other 
leading agencies as follows: 

Griswold-Eshleman Co., Cleveland, 
978 pages; Freeze-Vogel-Crawford, 
Milwaukee, 861; Powers-House Co., 
Cleveland, 830; Fuller & Smith & 
Ross, New York, 810; O’Connell-In- 
galls Co., Boston, 758; Richardson, 
_— & Richards Co., New York, 
681. 

The Blackman Co., New York, 662; 
O. S. Tyson & Co., New York, 654; 
Ketchum, Macleod & Grove, Pitts- 
burgh, 579; Freystadt-Juraschek, 
New York, 499; Moser, Cotins, 
Brown & Lyon, Utica, 495; Walker 
& Downing, Pittsburgh, 484; Addi- 
son Vars, Inc., Buffalo, 475; Evans As- 
sociates, Chicago, 469; Doyle, Kitch- 
en & McCormick, New York, 450; 
Sterling Beeson, Inc., Toledo, 447. 

Previous compilations of the A. B. 
P. were confined to business carried 
by member papers. The last of these, 
for 1929, showed N. W. Ayer & Son 
in first place with 2,283 pages. Ayer 
also led in 1926. The current tabu- 
lation fails to include figures from 
this agency. 

Rickard & Co. was in second place 
in 1929, 1928 and 1926, according to 
former A. B. P. tabulations. 


Protect Stockholders 
in Chain Bankruptcy 

Following filing of a bankruptcy 
petition by Metropolitan Chain 
Stores, Inc., Joseph Esler, publish- 
er’s representative of Chicago, has 
formed a protective committee for 
preferred stockholders. 

Joseph W. Cox, Chicago attorney, 
has been retained. 


Patents on Nuts 


Cause Damage Suit 


Alleging patent infringement, 
Franklin Baker Company has 
brought suit against T. M. Duche 
and Sons, New York. 

The complaint alleges violation of 
a patent for shipping nuts in her- 
metically sealed, flexible walled con- 
tainers in an atmosphere of carbon 
dioxide gas. 


Hewitt Transferred 


Jack Hewitt has been transferred 
from Pittsburgh to Milwaukee as new 
sales manager for Pabst Corp., Mil- 
waukee. August Pabst, vice-presi- 
dent, has been placed in charge of 
malt syrup sales. 


Eaton Press Chief 


Elton R. Eaton, Plymouth Mail, was 
elected president of the Michigan 
Press Association at the annual 
meeting. Vern Brown is vice-presi- 
dent and R. G. Jeffries, secretary- 
treasurer. 


Herb Porter Loses Wife 


Mrs. Herbert G. Porter, wife of the 
Boston advertising man, was fatally 
burned in a fire and explosion at the 
Porter home in Malden, a suburb. 
Mr. Porter is with the Smith & Por- 
ter Press. 


Moulton Is 81 


George D. Moulton, grand old man 
of the Advertising Club of Boston, 
celebrated his 81st birthday Jan. 24. 
a holds the title of treasurer emer- 
tus. 


New Capudine Agency 

Capudine Chemical Co., Raleigh. 
N. C., has placed its account wit 
Dillard Jacobs Agency, Atlar 
which will use newspapers. 


Dryden to Agency 
Wm. H. Dryden, chain sto 
pert, has joined the New You 


of the J. Walter Thompson Co. 
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NEW ENGLAND TO 
FIGHT TO WIDEN 
ITS PROSPERITY 


Follows Up Newspaper Copy 
With Folders 


Boston, Mass., Jan. 26.—Business 
in New England, already on a level 
considerably above that of the rest 
of the country, will be further stim- 
ulated by a campaign outlined at a 
meeting of the Advertising Club of 
Boston today, in co-operation with 
the New England Council. 

This campaign has many objectives. 
Among them are to advertise adver- 
tising; stimulate New England busi- 
ness by stressing today’s “better 
values” to New England consumers; 
help New England business by pre- 
senting the advantages of the New 
England market to manufacturers in 
New England and the rest of the 
country; and ultimately to increase 
production, advertising and general 
business activity. = 

Preparatory work for the cam- 
paign, it was announced, has taken 
four months and the contribution of 
$125,000 in service, newspaper 
space, and printed material. 

Among speakers at today’s lunch- 
eon were Ernest L. Johnson, vice- 
president of the club and chairman 
of its trade extension committee; 
Dudley E. Harmon, executive vice- 
president of the New England Coun- 
cil; John W. Whitehead, president 
of the Norwalk Tire & Rubber Co.; 
and Frank E. Philiips, manager of 
the New England Daily Newspaper 
Association, through “whose efforts 
quarter-page advertisements are 
running in more than 80 New Eng- 
land papers. 


The Newspaper Copy ~ 


Six of the 12 pieces in this cam- 
paign, prepared by Dorrance, Ken- 
yon & Co., lay stress on the merits 
of New England as a market, while 
the other six give specific examples 
of how manufacturers have concen- 
trated to advantage in New Eng- 
land. 

The tie-up with this campaign was 
presented today. It consists of a 
broadside containing six folders, 
each stressing a different need. An 
army of salesmen will invade New 
England, inducing every business 
man to place the folders applicable 
to his particular business in the 
hands of every prospect. 

Mr. Harmon gave figures to show 
New England’s already enviable po- 
sition, as compared with the rest of 
the country. 

The nature of the folders to be 
broadcast is suggested by their 
titles: “Home making is an art in 
New England; “By your shoes you 
are judged!”; “Now is the time to 
look well dressed”; “Let’s have a 
party”; “And again thanks for your 
thoughtful gift”; “—the meeting of 
the Budgeteers.” The last is a boost 
for furniture. 


“Charm” Sounds Readers 


Charm,” monthly paper of L. 
Bamberger & Co., Newark store, is 
asking readers if they are willing to 
pay a nominal subscription price to 
cover mailing charges. Unless a suf- 
ficient number reply in the affirma- 
tive, the paper will be discontinued. 


J. W. Davenport Dead 


John W. Davenport, 67, commer- 
cial artist of Indianapolis, died last 
week. He spent several years with 
the Indianapolis Star. 


To Feature Mardi Gras 


- Affiliated Greyhound Bus Lines 
SUr\ il run special copy in metropolitan 
fectiV.wspapers, featuring the New Or- 
magazi,s Mardi Gras festival. 


this par 
Biscuit Net Drops 


This fi 


abe ot baal Biscuit Company earned 
: ¥ ‘39491 in 1931, compared with 
. TT, 9,898 in 1930. 


Building Contracts Awarded 
Department Store Sales 
Bank Debits 
Savings Deposits (as of June 30) 
Business Failures (Number) 
Carloadings 


Cotton Consumption 
Wool Consumption 
Power Production 


as 
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WHY NEW ENGLAND IS PROSPEROUS 


Per Cent Change 1931 Com- 
pared with 1930—1st 11 mos. 


New United States Exclu- 

England sive of New England 
Re —14.8 —29.2 
Kagan — 8.0 —11.0 
iil oe —20.0 —27.4 
Gea + 2.4 — 09 
abies — 5.6 + 8.6 
hues —10.4 —19.2 
faa + 6.8 + 18 
aetna — 2.8 + 2.2 
sans +23.5 +19.0 
eeaane + 0.3 — 49 
aren Ge — 6.0 —14.0 


—New England Council. 


New Containers 
Suggest Jelly 
at Every Meal 


Chicago, Jan. 28.—Holding that 
nearly all jams, jellies and pre- 
serves are of good quality, and that 
some other feature may easily de- 
termine the popularity of such a 
line, Pantry Maide Products Com- 
pany introduced the Compotier and 
rose bowl this week. The company 
is a subsidiary of Armour & Co. 

The nature of the two new con- 
tainers is indicated by the reason- 
ing of A. J. Leatherock, general 
manager, who said: 

“Few housewives will put an un- 
couth jar, plastered with advertis- 
ing labels, on their tables. When 
they wanted to serve jellies, they 
had to put some in a dish, return 
the remainder to the container after 
the meal, and then wash the table 
receptacle. 

“Our idea was to evolve a pack- 
age that would make our product a 
table accessory at every meal, like 
salt and pepper. By removing the 
cellophane wrapper, the work of an 
instant, our jar and compotier be- 
come a piece of table service ac- 
ceptable to the most fastidious 
housewife.” 

The Pantry Maide line, which in- 
cludes grape juice and peanut but- 
ter, will be distributed through reg- 
ular trade channels, with particular 
attention to jobbers servicing qual- 
ity outlets. Mr. Leatherock thinks 
distribution will warrant national 
advertising within six months. 

The slogan used is “No advertis- 
ing to mar your table.” 


Ceilley Branch Manager 
for “National Engineer” 


Charles F. Ceilley, Averill Park, 
Y., has been appointed Eastern 
manager of National Engineer, official 
paper of the National Association of 
Power Engineers. 
Publication offices are at Oak 
Park, Ill. , 


Postpone White Book 


Philip Kobbe, New York, has an- 
nounced postponement of production 
of the White Book until April. He 
has formed the White Book Corpora- 
tion to handle this project. 


TEXAS UTILITY 
LAW IS UPHELD 


San Antonio, Texas, Jan. 28.—En- 
joined from selling appliances, the 
San Antonio Public Service Com- 
pany announced it will appeal the 
decision of Judge Charles A. Wheel- 
er, made at Austin under the new 
Texas law. 

Judge Wheeler declined to forfeit 
the company’s charter, as requested 
by Attorney General Allred, but did 
grant an injunction to prevent the 
company from 
buses other than those required to 
supplement street railway service. 

He declined to fine the company, 
calling the Texas statute “vague and 
indefinite.” 

The San Antonio Public Service 
Company discontinued the sale of 
appliances in this city last fall, hold- 
ing that efficiency of retailers justi- 
fied this action. It continued to sell 
in near-by towns, however. 

Dan Moody, former Texas Gov- 
ernor, acted as counsel for the com- 
pany in the Austin trial. 


Wins $500 Prize of 
“Architectural Forum” 


Otte Maurice Forkert, instructor 
at the Art Institute, Chicago, won 
first prize of $500 in the competition 
of Architectural Forum, New York, 
for a new format. 

Second prize of $500 was awarded 
jointly to Francis A. Comstock, 
Princeton University School of 
Architecture, and Kennard G. Keen, 
Jr., Princeton University Press. 


Roll Goes West 


Harold Roll, former secretary of 
the Carl Bickel Advertising Agency, 
Omaha, has joined the Byrum-Shaw 
Agency, Denver. 


Start Shopping News 
Col. Lott R. Breen, former adver- 
tising manager of the Southbridge 
(Mass.) News, has launched the 
“Southbridge Mirror,” a free distri- 
bution paper. 


Bakers Go Cash 


Wholesale bakers of Tulsa, Okla., 
will sell for cash only after Feb. 1. 


operating motor: 
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FRIGIDAIRE PRESENTS AIR CONDITIONING UNIT 


The Dayton comp ny displayed this new device this week, in addition 
to three new:ow-price refrigerators, known as the Moraine. 


% 


fe PHE first annual exhibit of St. 


Radio Chains 
Must Answer 


18 Questions 


Washington, D. C., Jan. 28.—The 
Federal Radio Commission has fol- 
lowed up its questionnaire to indi- 
vidual stations by putting some 
leading questions to the chain broad- 
casting systems, in response to the 
Senate resolution asking light. 

Included in the 18 questions to 
chains are these: 

“How many radio stations do you 
own and how many do you have a 
financial interest in? How many 
hours of sponsored and wunspon- 
sored educational programs did you 
broadcast in 1931 and how many 
hours of speeches by Government, 
State or city officials? At your reg- 
ular rates, what was that time 
worth? 

“How much did you pay for talent 
in 1931? How much do you esti- 
mate was paid for talent by adver- 
tisers? How much did you pay for 
wire or line charges in 1931? 

“Give the following information 
for the year ending Dec. 31, 1931: 
Authorized capital, actual invested 
capital, gross advertising revenue, 
gross expenditures, divided among 
programs, employes, equipment re- 
placement, line charges, interna- 
tional broadcasting, research and de- 
velopment, and other expenditures.” 


Pierce-Arrow 
Goes Back to 
Chicago Agency 


Buffalo, N. Y., Jan. 28.—The Pierce- 
Arrow Motor Car Company has ap- 
pointed the Roche Advertising Co., 
Chicago, to direct its advertising as 
of Feb. 1. 

Harry S. Bishop, formerly adver- 
tising director of Pierce-Arrow, will 
rejoin the agency as vice-president 
in charge of its Buffalo office at 374 
Delaware Avenue. 

The Roche Advertising Company 
formerly handled Pierce-Arrow ad- 
vertising. Mr. Bishop was account 
executive in charge of the Pierce- 
Arrow advertising in the Buffalo of- 
fice at that time. Hence the change 
restores the former status in almost 
every detail. 


How to Sell Papers 


Assisted by two newsboys, P. T. 
Veits, Hartford Courant, gave a dem- 
onstration of salesmanship at the an- 
nual meeting of the New England 
Association of Circulation Managers 
in Boston last week. 


Baker in New Orleans 


John W. Baker, formerly with the 
Periodical Publishing Co., Grand 
Rapids, Mich., has become advertis- 
ing manager of the Grand Rapids 
Furniture Co., New Orleans. 


BUFFALO CLUB 
SHOWS RIVALS 
HOW TO SPELL 


Buffalo, N. Y., Jan. © 25.—The 
Greater Buffalo Advertising Club’s 
ten-man spelling team, composed of 
three advertising men, two public 
relations directors, two printing 
house executives, a newspaper re- 
porter, a construction engineer and 
a realtor, spelled down ten-man 
teams representing Buffalo Rotary 
and Buffalo Kiwanis club, respec- 
tively, in a spelling bee sponsored by 
the Buffalo Evening News and broad- 
cast over Station WBEN, the News’ 
station. 

There were 30 men in the bee and 
the first man to be spelled down 
counted 30 points against his team, 
the second man 29 points, etc. The 
final score was: Advertising Club 
90, Rotary 167, and Kiwanis 208, the 
lowest score winning. 

In addition to winning team hon- 
ors, the advertising club also won 
individual honors, the last to fall 
being Walter McCausland, public re- 


Railway Company, and _ Robert 
Parke, realtor, both on the club’s 
team. < 


l 
McCausland Makes Stand . 


After both finalists had failed to 
spell “ornithorhynchus” and “pusil- 
lanimous,” Realtor Parke fell down 
on “tintinnabulation” and Publie 
Relations Director McCausland wor 
the bee by spelling it correctly. ‘ 

Other members of the advertising 
club’s team were: Francis B. Fra 
zee, captain, advertising director, 
Larkin Company; Donald “A. 
Thomas, Larkin Company; Russell 
Schutz, advertising manager, Wi 
liam Hengerer Co. department 
store; Rob Roy MacLeod, public we 
lations director, Niagare Hudsen 
Power System; Edward R. McHugh; 
reporter on the Buffalo Evening 
News; George H. Beebe, Churchill 
Letter Co.; Frank J. Ferry, Buffalo 
Multigraph Co., and Joseph “M. 
Boehm, of Boehm Brothers, Inc., ¢6m- 
struction engineers. * 

William R. Meldrum and Mef#in 
C. Morrisson, both of the Bufféld 
Evening News, acted as judgeiMnd 
guest announcer respectively. [f i0 

————_ iélex 


Union Cancels 


Luncheon Masic 


Of Coast Club 


Los Angeles, Cal., Jan. 28,—The 
“no pay, no play” policy of the 
American Federation of Musicians 
resulted in the cancellation \?’ the 
regular luncheone®fhdast of the 


Ad er etal GMB 0s Angeles 
> Me symagMBRP-orchestra of 


Louis produced advertising will be 
held Feb. 16-March 1 by the Adver- 
tising Club of St. Louis. Kennett R. 
McMath is chairman. 


Ivory Chases Gloom 


Procter & Gamble Co., Cincinnati, 
will sponsor the Gloom Chasers over 
a Columbia network for 15 minutes 
aage sg and Wednesday, effective 

eb. 1. 


Finish Brake Film 


Raybestos-Manhattan, Inc., Bridge- 
port, Conn., has provided its sales 
force with “Breaking in on Brake 
Prosperity,” a talking film. 


Sillin Joins Agency 
James A. Sillin has joined the 
Chambers & Wiswell Advertising 
Agency, Boston. He was for many 


years with the Boston Herald. 


° ' x 
Selfridge Is Hevge9” Has amar ite Was scheduled 
H. Gord ne ' oo th eae 

[ep of” sonidén ye ; PUrdldcast, the lo- 
A os : A. F. M. said mem- 

pet ate as ty nF 
Selfridge \ “Gre not permitted to perform 
ki PY . ene Wy ree before the microphone without pay, 
Le Pans Exhibit even as an advertisement for them- 


selves. 

Station KECA argued in vain that 
as the program had been extensively 
advertised by both itself and the ad- 
vertising club, it should be carried 
out. 


Philadelphia Conducts 
Antique Auto Derby 


Stewart-Jordan Co., Philadelphia 
agency in charge of advertising for 
the 31st annual Automobile Show of 
the Philadelphia Automobile Trade 
Association, has employed John B. 
Geraghty to conduct the First An- 
tique Automobile Derby. 

Only cars 20 years old will be 
eligible. 


Robb Assists Baker 


J. Addison Robb, Jr., has become 
assistant to Walter Baker, director 
of advertising for Relianze Property 
Management, Inc., New «York. 
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WHY LIBERTY FOR JANUARY 23 


ANew Way Out 


Liberty L omtdiielend 


Se: ALFRED E. SMITH 
Former Governor of fork 
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OTHER ISSUES, OTHER REASONS 
GENERAL BUTLER GENERAL FECHET 
(First Uncensored Thoughts) (Dangers of Aviation) 
H. G. WELLs Dr. S. Parkes CADMAN 
(55 Years From Now) (Churches and Unemployment 
THEODORE DREISER GOVERNOR ROOSEVELT. 
(What's Wrong With the Railroads) (No Dole) 
DanteEL WILLARD Joun D. RocKEFELLER, JR. 
(What's Wrong With Dreiser) (The Heart in Business) 
May Drxon THAGKER - 


(Repudiating “The Strange Death of President Harding” ) 


HESE are some of the authoritative. 


No wonder every copy of Liberty is 


contributors—and their arresting sub- _ read with a thoroughness that enabled 
jects—that have appeared in Liberty Dr. Gallup to find the average edi- 


since the Gallup Surveys last summer. 

They have helped to bring» back 
Liberty’s readers week after week with- 
out any extraneous inducements of 
subscription rates, club combination 


torial feature: 
17% better read than in Weekly A 
6% better read than in Weekly B 
41% better read than in Weekly C 


No wonder advertisers are switching 


bargains, or premiums—more men and __ to Liberty fast enough to exceed the 
women continuing to ask for Liberty January quota by 25%—the February 
every week, 52 times a year than any quota by 10%. New leaders are bred 


other magazine published. 


in times like these! 


The Fvening Har. 


STATED RULE 


~~ . 


WAS AMERICA’S BEST READ WEEKLY 


PHILADELPHIA RECORD 


SMITH URGES HOME?» 
RULE ON ORY LAW. == 


Smith Demands Home Rule 
To Solve Dry Problem 


The New Pork Times. 


SMITH SAYS STATES 


The Minneapolis Tribune } 


SMITA URGES HOME f= 
RULE OM DRY ISSUE 


A NOVEL “WEY” PROPOSAL. 


Former Governor Smith, of New 
g in the current num- 


es « ‘ 


zs 


The Ransas City Times. 
URGES DRY HOME RULE. 


States Should Solve Prohibition 
Problem, Smith Says. 


(By the Associated Press.) 
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ADVERTISING AGE 


January 30, 1932 


PUBLISHERS SAY 
AUTOMOTIVE TAX 
WOULD BE FATAL 


Washington, D. C., Jan. 28.—As- 
serting the automotive industry is 
leading the country toward business 
recovery, the National Publishers 
Association made a_ strong plea 
against the proposed tax on auto- 
mobiles, trucks and accessories be- 
fore the House Committee on Ways 
and Means Jan. 23. 


William L. Dailey filed a letter 
with the committee expressing the 
association’s opposition to an auto- 
mobile tax. Said this document, 
signed by A. C. Pearson, president: 

“The National Publishers Associa- 
tion, representing general maga- 
zines, business papers, agricultural 
and religious journals, respectively 
submits to your honorable Commit- 
tee its opposition to the proposed 
Federal excise tax on automobiles. 
The membership of our association 
represents a circulation of 60,000,000 
copies per issue. 

“The publishing industry has been 
hard hit by the current econemic de- 
pression. We find it essential to 
preserve every possible source of 
revenue in order that we may main- 
tain our service of information and 
education to the public. 


“Receipts from general advertising 
have appreciably diminished in all 
classes of publications. It is imper- 
ative to the welfare of the individ- 
ual publications that there should be 
no further shrinkage in the volume 
of advertising. 

“President Hoover has said: ‘Ad- 
vertising has truly become one of 
the vital forces in our entire indus- 
trial and commercial system. And 
beyond this, it has in its repercus- 
sions set many currents moving of 
wider influence than even the eco- 
nomic life of our people. It is now 
fixed as an integral part of this com- 


plex of civilization which we have 
built up. 


Effect of Advertising 


“‘One profound economic effect of 
advertising is ofttimes overlooked— 
its influence upon production. The 
general knowledge and rapid dis- 
tribution of an article, which can 
only be accomplished through adver- 
tising, creates large production and 
thus lowers costs and prices. Mod- 
ern advertising is the handmaiden of 
mass production.’ 

“The automobile industry, which 
has always been among the largest 
users of advertising space, has re- 
cently shown signs of an upward 
turn—a most encouraging trend for 
the publishing industry and other in- 
dustries. The advertising pages of 
the periodicals and newspapers are 
as carefully studied as news and edi- 
torial features, for they carry mes- 
sages of interest direct to the Amer- 
ican people. 

“It is admitted that advertising 
has contributed in no small measure 
to the tremendous growth of the 
automotive industry. There is rea- 
son to believe that the marked cur- 
tailment of expenditures which will 
inevitably follow the imposition of 
excessive tax burdens will be re- 
flected in advertising volume. 

“The advertising programs of au- 
tomobile manufacturers have been 
projected months ahead based on 
price considerations which did not 
include the addition of an excise tax. 
Forced reductions in proposed ad- 
vertising expenditures would be dis- 
astrous for publishers who are count- 
ing heavily on this class of business 
to lift them from the depression. 

“If cancellations of advertising 
contracts follow the proposed tax 
increase the havoc will be felt far 
beyond the borders of the publish- 
ing industry. Months of preparation 
which necessarily precede a sales 
campaign will go for naught and the 
losses to publishers and others will 
be incalculable.” 


Start “Truck Owner” 


The Charles E. Hall Organization, 
Omaha, has started Nebraska Truck 


Owner as a monthly. 


JACKSONVILLE 


FLORIDA 


ofnstant 
Acceptance 


These prominent National Adver- 
tisers have already contracted for 
poster advertising space on the 
new Packer poster plant in Jackson- 


ville, Florida .. . 


at new low rates. 


OLD GOLD 


CHRYSLER 
WRIGLEY 
BUICK 
QUAKER OATS CO. 
COCA-COLA 


PACKER 


OF FLORIDA INC 
2608 Phylis Ave., Jacksonville, Florida 


W. A. SHANDS, Vice-President and Gen. Mgr. 


MUST PLAY? 


George T. Delacorte, Jr., pub- 

lisher of "Ballyhoo,” which has 

been made defendant in a 

damage suit by the United 

Cigar Stores Co., following its 

refusal to distribute through 
United. 


Muir Describes 
Immediate Job 
Of Advertising 


Detroit, Mich., Jan. 28.—Smashing 
advertising is the logical follow-up to 
creation of the Federal Reconstruc- 
tion Finance Corporation, Malcolm 
Muir, president of the McGraw-Hill 
Publishing Co., New York, told the 
Detroit Adcraft Club Jan. 22. 

“In this Government effort to 
stimulate the flow of credit,” said Mr. 
Muir, “advertising finds its greatest 
opportunity and its greatest obliga- 
tion. The money will be made avail- 
able. The selling job is up to ad- 
vertising.” 

While there is a tremendous latent 
need for products and services of all 
kinds, Mr. Muir warned, the respon- 
sibility for cashing this depends 
upon the ability and co-operation of 
men controlling and administering 
advertising appropriations. 

“The major attention of manage- 
ment is going te be focused on pre- 
cision in production, marketing and 
finance,” he concluded. “In my opin- 
ion, advertising men have got to find 
a way to put their operations in step 
with this new spirit.” 


Issue Second Section 
of Furnishings Survey 


The Controllers’ Congress, Na- 
tional Retail Dry Goods Association, 
New York, has issued section two of 
its home furnishings survey, ‘“Do- 
mestic Floor Coverings Department.” 

Reports on operations of stores in 
each group are followed by specific 
recommendations as to procedure in 
joa poe. The cost of the booklet 
is $1. 


New Insecticide Campaign 


McCormick & Co., Baltimore, will 
launch an extensive newspaper cam- 
paign in the immediate future on 
Bee Brand insecticide, a new line 
available in both spray and powder 
form. The company’s export sales 
in 1931 gained 52 per cent. 


Picked by Tours 


Meating Tours has appointed the 
Appleton, Wis., office of Hurja-John- 
son-Huwen, Inc., Chicago. Class 
mediums in restricted territories 
will be used to advertise low-priced 
foreign travel. 


Radio for Gelatine 


The 1932 advertising of Plymouth 
Rock Gelatine Co., Boston, gelatine 
and coffee jelly, will be directed by 
Miss Marian H. Clarke, Boston. Ra- 
dio will be used. 


Slingo with N. B. C. 


After five years as assistant ad- 
vertising manager of John Wana- 
maker, New York, Herbert J. Slingo 
has joined the promotion staff of 
National Broadcasting Co. 


Name Donahue & Coe 


National Theatre Supply Co., New 
York, distributor for the Victor Ani- 
matograph Co., has placed its ac- 
count with Donahue & Coe, New 


York. 


Trade-Mark 


Ruling Goes 
Against Vick 


Washington, D. C., Jan. 28.—Ad- 
vertising alone does not create 
trade-mark rights, the Court of Cus- 
toms and Patent Appeals held, in 
rejecting opposition of the Vick 
Chemical Company to registration of 
a trade-mark by Maurice E. Cordry. 

“It is alleged that the Cordry 
trade-mark contains prominently the 
word ‘Vapor’ and ‘Just Rub It,’” said 
the court, “and that ‘Vapor’ so near- 
ly resembles the opposer’s trade- 
mark ‘Vaporub,’ and ‘Just Rub It’ 
so nearly resembles opposer’s well 
known advertising phrase, “Just Rub 
It’ as to be likely to cause confusion 
and mistake in the minds of the 
public and deceive purchasers. 

“It will be observed, however, that 
there is no allegation that the mark 
sought is confusingly similar to ‘Va- 
porub. We have repeatedly held 
that in determining the question of 
confusing similarity, the marks 
should not be dissected, but should 
be considered as a whole.” 


Club Is Active in 


Big Boston Drive 


The Advertising Club of Boston is 
playing an important part in the $3,- 
000,000 relief drive started Jan. 25 to 
run to Feb. 3. 

Carroll J. Swan, club president 
and publishers’ representative, is 
chairman of the advertising com- 
mittee. 


Newark Club Supports 
Advertising Dentists 


The Advertising Club of Newark 
has adopted a rsolution protesting 
against a bill to limit activities of 
advertising dentists. 

Eugene W. Farrell, business man- 
ager of the Newark Evening News, 
is president of the club. 


Promote Miss Krieger 


Eleanor Krieger, of St. Paul, has 
been placed in charge of advertising 
of Sears, Roebuck & Co., in Omaha 
and Grand Island. Miss Gertrude 
Swanick is transferred from Omaha 
to Lincoln. 


Agency for ‘Wonder Tour’ 


The Caples Co., New York, has 
been appointed to place the “Wonder 
Tour” advertising of the Delaware, 
Lackawanna & Western Railroad, in 
addition to the general Lackawanna 
advertising previously handled. 


Make Ford Foreign Film 


Standard Sound Recording Corp., 
New York, has completed a six-reel 
sound film for use of the Ford Motor 
Company in Brazil. The talkie, 
“Building a Rubber Empire,” speaks 
Portuguese, Spanish and English. 


China Taxes Samples 


The Department of Commerce has 
called the attention of advertisers to 
the fact that all advertising samples, 
even though for free distribution, 
are dutiable when imported into 
China. 


Agency for Insecticide 


Chipman Chemical Co., Bound 
Brook, N. J., insecticides, fungicides, 
etc., has appointed the Mercready- 
Phelps Co., Plainfield, N. J., which 
will use direct mail and some publi- 
cation space. 


Gallow Media Manager 


William E. Gallow has been ap- 
pointed media manager for the H. 
E. Lesan Advertising Agency, New 
York. He was formerly general 
manager of the Winsten & Sullivan 
Agency. 


George Sells Securities 


Kenneth B. George, formerly with 
the Brooklyn Eagle and other papers, 
has joined the Cities Service securi- 
ties sales department of Henry L. Do- 
herty & Co., New York. 


Names Syndicate Counsel 


Lockwood-Brackett Co., Boston, 
Laco baby powder, castile soap and 
shampoo, has appointed Monroe F. 
Dreher, Inc., Newark, as counselor 


on syndicate store promotion. 


TIE IN HOTEL 
COPY CONTEST 


New York, Jan. 28.—The Hotels 
Statler Company and the Hotel New 
Yorker tied for the best magazine ad- 
vertisements in the 1931 Hotel 
World-Review contest covering pub- 
lication copy, booklets and sales let- 
ters. 

The Statler advertisement was 
captioned, “Send Me Mail.” That of 
the New Yorker was headed, “You're 
There at the New Yorker.” Statler 
advertising is handled by Fuller & 
Smith & Ross, while Lord & Thomas 
and Logan handle the New Yorker. 

About 200 entries were received in 
the contest, which was judged by F. 
C. Kendall, Advertising & Selling; 
Ordway Tead, Harper & Bros., pub- 
lishers; C. B. Ryan, Jr., American 
Hotel Association; J. O. Dahl, Hotel 
World-Review; and W. E. Dunsby, 
ADVERTISING AGE, 

In the competition for best adver- 
tisements, Hotels Statler took sec- 
ond prize with “A Baker’s Dozen.” 
Morrison Hotel, Chicago, won third 
place with “Sleep in Skyland.” 

Winners in other classifications: 

Best booklets: Curtis Hotel, Min- 
neapolis, followed by Wentworth 
Hall, Jackson, N. H., and Chateau 
Crillon, Philadelphia. 

Best letters: Hotel Kingkade, Ok- 
lahoma City; Hotel New Yorker, 
New York; Hotel Piccadilly, New 
York. 


Record Company 
Expands Work 
in Trade Field 


Chicago, Jan. 27.—The Advertis- 
ing Record Company, well-known in 
the general advertising field for its 
work in tabulating advertising in 
general magazines, farm papers, etc., 
is now serving the business paper 
field also. 

It has announced the addition of 
architectural publications to the two 
groups already being covered by its 
service, those in the construction 
and motor-boat fields. 

There has been considerable inter- 
est shown in the business-paper ad- 
vertising figures, and several addi- 
tional fields will be added in the 
near future. 

The Advertising Record Company 
has been operating since 1910. 


Beecher, Maxwell and 
Cale Join Gardner 


Edward Beecher, Joseph A. Max- 
well and Algernon S. Cale, former 
president and _ vice-presidents of 
Beecher, Cale & Maxwell Co., have 
joined the Gardner Advertising Co. 

Mr. Beecher will be a director and 
vice-president in charge of the St. 
Louis office. 


Corbett in Radio 


J. Ralph Corbett, former president 
of Corbett & North, New York 
agency, has formed J. Ralph Corbett, 
Inc., at 420 Lexington avenue, New 
York, to serve as radio counselors 
and represent WLW, Cincinnati. 


Exhibit Photographs 


The All-Ohio Salon of Pictorial 
Photography closed in Cincinnati 
this week and goes next to Dayton, 
O. Nickolas Boris, Cincinnati artist, 
won the first two prizes at the open- 
ing exhibit in Columbus. 


Four Join C. C. A. 


Good Hardware, Medical Econom- 
ics and Progressive Grocer have 
applied for membership in Con- 
trolled Circulation Audit, Inc., New 
York. Aitkin-Kynett Co., Philadel- 
phia, is a new agency applicant. 


How to Test Antiseptics 


The Department of Agriculture, 
Washington, D. C., has issued Circu- 
lar No. 198-C, “United States Food 
and Drug Administration Methods 
of Testing Antiseptics and Disinfec- 
tants.” It is free. 
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January 30, 1932 


ADVERTISING AGE 


On Long Island Sound the acet- 
ylene in the light buoys is re- 
newed once every six months. 
These buoys are easy to reach. 
It costs less to visit these buoys 


at such frequent intervals than 
to pay for equipment that will 
burn for a longer period without 
attention. That is just plain good 
business. 


NEEDLECRAFT 
ANNOUNCES 


Sane oo Se : 


Off the coast of Alaska, how- 
ever, the acetylene in the light 
buoys is renewed once every two 
years. The cost of reaching these 
buoys is so great that it pays to 
install sun valves, larger tanks, 


etc., to cut down the frequency 
and therefore the cost of visiting 
them. This, too, is good business. 
We have applied this theory to 
the subscription and the adver- 
tising ends of our business. 


A New Two-Year Plan 


A CONSTRUCTIVE SOLUTION OF THE RATE ADJUSTMENT PROBLEM 


ADVERTISING 
POLICY 


An immediate rate reduction of 10% effective 
with April 1932 issue. 


Continuity Discount of additional 10%, as 
follows: 


Orders will be accepted 24 months in advance. 
Space used in the second 12 months which 
equals or exceeds space used in the first 12 
months earns an additional 10% discount if 
ordered with first year’s insertion. This dis- 
count is effective 12 months after first inser- 
tion at the new rate. Provided orders in our 
hands are kept 2 years in advance, the dis- 
count, once earned, continues in effect unless 
nullified by an intermediate cancellation. 


EXAMPLE: 
Rate with 
Old rate New rate Continuity 
Discount 
1 page (B&W) $3600 3240 2916 


CIRCULATION 
POLICY 


Subscriptions sold for two years in advance. 


TOTAL 
1,000,000 net paid guaranteed. 


METHODS 
No premiums or contests. 


Not to be included in any unit clubbing offer. 
(Allowed only in selective clubs) 


All circulation controlled by the publisher. 


The sale of Needlecraft only to those women 
who buy it to use it. 


This further restriction, eliminating unit club- 
bing circulation insures more than ever the 
voluntary responsive circulation Needlecraft 
has always had. 


Advertisers will not buy any magazine just because its rate is low. Therefore Needlecraft calls particular 
attention, not only to the economics of the new rates, but to: 


Its circulation methods guarantee 

Its distinctive editorial appeal 

Its million circulation (without benefit of fiction) 

Its record of proved results on keyed copy 

Its readers so completely devoted to all the Home Arts—acquisitive women— 
who want things badly enough to work for them 


1629 PALMOLIVE BUILDING 


Cuicaco, IL. 


Full details on request from the following offices: 


NEEDLECRAFT 


The Home Arts Magazine 


Artuur W. SrockpbALe, Advertising Manager 


CHRYSLER BUILDING 


New YorK 


BLANCHARD-NICHOLS-COLEMAN 
Representatives 


San Francisco - Los ANGELES - SEATTLE - ATLANTA 


OLp Sout BuILpING 


Boston, Mass. 
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Newspaper Users 
Appoint Bauerlein 


Bauerlein, Inc., New Orleans, has 
been appointed by the Dr. G. H. 
Tichenor Antiseptic Co., Tichenor’s 
Antiseptic, and Vacher-Green, Inc., 
Vacher-Balm and Sweet Dreams. 

The agency will place newspaper 
campaigns for Tichenor’s Antiseptic 
in February and for Sweet Dreams 
imyMay. 


Introduce New Lines 


The New Haven (Conn.) Clock 
Company is introducing a new auto- 
mobile mirror clock, a wrist watch 
at $5 and a combination electric 
clock and radio time switch. Tem- 
perature compensation is featured 
in direct mail copy on the clock and 
watch. 


Gets Beauty Account 


The S-200 Co., Kansas City, Mo., has | 


appointed the Russell C. Comer Ad- 
vertising Co. for “S-200,” a treatment 
for complexion complaints. Maga- 
zines, newspapers and radio will be 
used. 


LITHOGRAPHERS 


Specializing 
in WindOWand 


store display 
adverfising 


EINSON 
FREEMAN 
CO.,INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 


BOSTON, MASS. 
302 Park Square Bldg. 


CHICAGO, ILL. 
Wrigley Building 


Pick Dorrance, Sullivan 


The G. E. Prentice Mfg. Co., New 
Britain, Conn., has appointed Dor- 
rance, Sullivan & Co., New York. 
Following a _ trade survey, the 
agency will use general and busi- 
ness magazines for the Prentice De- 
pendable Slide Fastener. 


Directs Frigidaire Sales 


H. W. Newell has been named 
vice-president in charge of sales of 
the Frigidaire Corp., Dayton, O., to 
succeed J. A. Harlan. He was for- 
merly manager of the New England 
division. 


Widen Delco Market 


To enlarge its market for farm 
lighting equipment, the Delco Ap 
pliance Corp., Rochester, N. Y., has 
brought out a new low-price domes- 
tic electric lighting plant. 


Howell Sails South 


Clark Howell, Sr., publisher of the |}. 


Atlanta Constitution, sailed from New 
York this week for a month's trip to 
Central and South America. 


That Little 
Extra Something — 


In dealing with the “Collegiate” the adver- 

tiser gets a great deal in the way of serv- 

ice and co-operation that he doesn't have 
to pay for. ‘ 

IF YOU WANT dealer tie-up and sales sup- 
port in the college towns, 
we can get it for you. 

IF YOU WANT ideas that will produce 
more sales from the sales- 
men visiting college towns 
we have several plans that 
may be used profitably. 

During our 18 years’ experience merchan- 

dising in college towns we have seldom 

found an account for which something 
extra could not be done to insure the suc- 
cess of the campaign. 

Many college paper advertising campaigns 

have succeeded ause of some special 

service we have given the advertiser. 


New Spring Campaign 
“Collegiate Sales- 
man”’ Now Ready 


Established 1913 


Collegiate Special Adv. Agency, Inc. 
New York Chicago 
18 E. 41st Street 612 N. Michigan Ave. 


$1aYear . 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 


| 10 Minutes a Week 


If life is a constant race against dead- 
| lines, that’s all you need spend to keep in 
touch with major developments in the adver- 
tising field. You can skim the headlines in 
Advertising Age in that time. 


Advertising Age is edited for advertis- 
ing men to whom time is important. 


No opinions, no frills, no oratory. Just 
facts, simply and briefly told. 


USE THE COUPON 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 


. 52 Issues 


HOW CANNERS WILL USE NEWSPAPERS THIS YEAR 


LINK 
Grocery Stores 


TOMORROW’S 
Canned Food Specials 
EL 


Grapefruit. . . 15. 


Tampa's Finest quality. No. 2 can 
Sauerh rome x 3 fer 25c 
iw 29e 


Pineapple bbe 
A 


Salmon .... 29, 


Pink Alaska. 1 Ib. can 3 for 


Never have Canned Foods 
been cheaper—never finer 


These retailers believe 

in quality and feature 
Progressive Brand 

Canned Foods 


“Worth demanding! That's 
how good they are” 


Part of a newspaper pagg, with the association taking the center space 


ADVERTISING IN 
NEWSPAPERS NEW 
PLAN OF CANNERS 


Dailies Must Sell Half of 
Pages 


Chicago, Jan. 29.—The National 
Canners Association convention this 
week heard of a new campaign incor- 
porating features unique in co-opera- 
tive advertising. 


The new program, the work of the 
recently appointed agency, Fuller & 
Smith & Ross, is distinguished by a 
change from magazines to newspa- 
pers and from educational to mer- 
chandising copy. 

Beginning the latter part of Febru- 
iry, newspapers in 50 cities will re- 
ceive an order for a half page a week 
for eight weeks, conditional on sell- 
ing the remainder of the page. 


The newspapers will be forbidden 
o take tie-up advertising that dom- 
nates the page, to sell more than 50 
ver cent of the space to retailers, or 
to accept any copy not exclusively 
canned goods. 

They may fill the space with retail 
and brand advertising from any type 
of canner, wholesaler or retailer, and 
carry the page any day of the week. 
The papers that handle the initial 
contract satisfactorily are promised 
an additional four half-pages, with 
the possibility of more. 

Merchandising the Copy 

The campaign will be merchandised 
by a new division in New York, di- 
rected by C. P. Pelham. Separate 
manuals will be prepared for canners, 
brokers, wholesalers and retailers. 

Canners of nationally advertised 
brands will support the co-operative 
promotion with magazine advertising. 

The newspaper pages are laid out 
in four columns, the center two occu- 
pied by the canners’ copy. Themes 
include saving of time and labor, fuel 
economy, lower cost, avoidance of 
waste, variety, purity and safety. 

In a panel headed, “Question Box,” 
answers are given to questions com- 
monly asked, such as: 

“Is anything added to canned foods 
to make them ‘keep’? Is a discolora- 
tion of the interior of the can harm- 
ful? Are canned foods affected by 
contact with the metal of the can?” 

Another section gives the weight of 
various sizes of cans and cup meas- 
urement of contents. A coupon offers 
six educational booklets. 

After three years’ preparation the 
canners’ advertising began in Decem- 


ber issues of general and women’s 


a 


ome out of the 


KITCHEN! 


Let canned foods save your time 
for the art of cooking—stop wast- 


T’S your knack in cooking that makes y 


that sort of labor is a minute of freedom thre 


far more varied —all mn a fraction of the ume 


remember this—you 


Nature can produce Grown onder expert eyes 


Cooked to perfection in the one way that can 


the richest store of vitamins 


grocers and stock up on his exciting var’ 


ned foods. Do u today — an 


others completing the layout. 


ing it on needless preparation .. 


our meal 

so good to cat—not the-time you spend peeling 
and boning and pitting and cuttmg before you can 
even bezin to use your skill, Every minute you spend on 


pwn away 


Canned foods save those precious minutes for the things 
you'd far, far rather do. They bring you meals that are 


just as healthful, just as wholesome, just as delicious and 


With the new freedom canned foods bring you, please 


are serving the finest fo 


clean containers w hen those foods are at thea best Steri 


ived by heat to make them the safest foods to eat 


So why not come out of the kitchen? Go to your 


McCathy | |Centrat Marker 
The Progressive Grocer 15th and Sell Street 
103 South Street 


Phones: 334 - 335 - 138 


Phone: 
Can 2631—We Deliver 


rng wey Milh—traperstes 1 Bye 
Soot These Velove: | WPeneias |: «. - 5Oe 
Pears 7c} |S#iaths-2:"* 15 
reel Peak Asparagus Tips 
Beets meee OD 
> Cam 21c Tomato Juice - D5e 


Harmony Food Stores 
“Everywhere for Everybody” 
Not on vears have we offered such a fine variety 
of delicious Canned Foods at such rock-bottom 
prices. The same fine “Harmony Brand” quality 
—plus friendly service 
LOOK AT THESE VALUES! 


Soup i DS 


All the vareties, tempting ond beslthtel, 4 cans 
Corn». = 25° 


Plums. . ..:. 24° 


Apertect dessert Selected taacy Large No. 2 cons 
W16- 


eds hich 


Sealed in 


bring you 


and tie-up advertising by 


Create New Title; 
It’s Art Engineer 


Clintonville, Wis., Jan. 28.— 
Four Wheel Drive Auto Com- 
pany has appointed E. K. Bard 
art engineer. Mr. Bard is both 
a commercial artist and engi- 
neer. 

He will devote his time to 
design and offer a consulting 
service to companies operat- 
ing Four Wheel Drive trucks. 


magazines. The cost is defrayed by 
the American Can Company, Conti- 
nental Can Company and _ several 
manufacturers of tin plate. It is be- 
lieved the scope of the campaign will 
be enlarged later with contributions 
from canners and distributors. 


Four A’s to Convene 


at Hotel Mayflower 


Hotel Mayflower, Washington, D.C., 
will be headquarters for the Ameri- 
can Association of Advertising Agen- 
cies April 14-15. 

The meeting place was erroneously 
reported in the Jan. 23 issue of 
ADVERTISING AGE, 


Fecheimer Bridge Champ 


Sidney Fecheimer broke the tape in 
the Detroit Adcraft Club’s fifth 
annual bridge tournament. L. F. 
McKay, Chub Howell and Elwood 
Sampson were close on his heels in 
the order named. 


Woodburn Has New Line 


Ralph Woodburn, assistant adver- 
tising manager of the Ohio Edison 
Co., Youngstown, O., has resigned to 
become advertising manager of Auto- 
matic Industries, Inc., manufacturers 
of games. 


Bovril Invades U. S. 


Geare-Marston, Inc., Philadelphia, 
has been appointed by Bovril of 
America, Camden, N. J., the new 
subsidiary of the British food com- 
pany. Distribution will be through 
the Wm. S. Scull Co., Camden. 


White Goes to Oakland 


Robert Hugh White, former adver- 
tising manager of General Motors 
Radio Corp., Dayton, O., has been 
transferred to Detroit as advertising 
manager of the Oakland Motor Car Co. 


In Charge of “Graphic” 


E. M. Alexander has been appointed 
president and publisher of the New 
York Graphic, Macfadden tabloid. 
He will resign as vice-president of 
The Radio Guide Feb. 1. 


Directs Studebaker Sales 


George D. Keller has been named 
sales manager of the Studebaker 
Sales Corp. of America, succeeding 
James M. Cleary, new president of 
the S. P. A. Truck Corp. 


‘NEEDLECRAFT’ 
PAYS 107 FOR 
2-YEAR ORDER 


New York, Jan. 28.—Needlecraft 
has evolved a unique “two-year 
plan” to reduce the cost of getting 
advertising, passing the savings 
back to advertisers in the form of a 
10 per cent discount. The plan goes 
into effect at once. 

Arthur W. Stockdale, advertising 
manager, explained that space will 
be offered on a two, instead of one- 
year basis, with a 10 per cent dis- 
count for the second year as an in- 
ducement for advertisers to commit 
themselves this far ahead. 

Such contracts will result in 
economies in the advertising de- 
partment of the magazine estimated 
at the 10 per cent bonus to adver- 
tisers. 

Orders will be accepted 24 months 
in advance and space used in the 
second year which equals or exceeds 
that used in the first will earn the 
10 per cent discount if ordered with 
the first year’s insertion. An adver- 
tiser running on this two-year sched- 
ule will pay $3,240 a page for the 
first year and $2,916 a page for the 
second and succeeding years. 

Needlecraft also announced it will 
abandon all unit club offers, confin- 
ing its participation to those where 
the subscriber can choose the maga- 
zines to make up the club group. 


To Meet at Asheville 


The annual convention of the 
Southern Newspaper’ Publishers’ 
Association will be held at Ashe- 
ville, N. Car., July 18-20, it was de- 
cided at a directors’ meeting in At- 
lanta, Jan. 24. 


Death Calls E. H. Brown 


Edward H. Brown, for 36 years ad- 
vertising manager of the Vickery and 
Hill Publishing Co., died in Chicago 
this week. E. H. Brown, head of the 
Chicago agency, is a son. 


Buy “Knoxville Journal’ 


The Knoxville (Tenn.) Journal was 
purchased this week by the East Ten- 
nessee Printing & Publishing Corp., 
the new owners announcing all per- 
sonnel will be retained. 


Picked for Tools 


Village Blacksmith Folks, Water- 
town, Wis., cutlery, garden tools and 
metal goods, have appointed Freeze- 
Vogel-Crawford, Inc., Milwaukee. 


Has Paper Account 
The Appleton Coated Paper Co., 
Appleton, Wis., has appointed Hurja- 
Johnson-Huwen, Chicago. 
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BEST DEFENSE 
STRONG ATTACK, 
WRIGLEY CREEL 


(Continued fram Page 1) 


available. Now that many newspa- 
pers are taking his advice, it is in- 
teresting to surmise what might 
have happened if Mr. Wrigley had 
been born 10 years later. 
‘ While Mr. Wrigley loved to make 
a big splash in the advertising pond, 
he was not indifferent to a small 
ripple. Because of its economy, he 
used direct mail to jobbers’ sales- 
men from the start of his gum ven- 
ture. For many years this list re- 
ceived a circular letter every month. 


He was the first advertiser to cir- 
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re “TAX EVERYONE 
By ‘Ruralist’ FOR RELIEF,” IS 
GASOLINE PLEA 


Birmingham, Ala., Jan. 29.—De- 
Chicago, Jan. 28.—The Illinois Pe- 


mands of advertisers for rates based 
on known buying power have caused 
a revolutionary announcement by 

troleum Marketers, Springfield, IIl., 
used 1,200-line copy in all Chicago 
and Springfield dailies Jan. 27 to 


The Progressive Farmer and South- 
protest against being singled out to 


ern Ruralist. 
Effective with its Feb. 1 issue, the 

bear the entire cost of relief work 

in Illinois. 


paper is reducing rates to $4.25 a 
The copy suggested a general 


line and its circulation guarantee to 

850,000 net paid, instead of 1,000,000, 
sales tax and as an alternative, di- 
version of part of the $40,000,000 


as heretofore. This means a reduc- 
tion of 15 per cent in both rate and 
regular gasoline tax to relief work. 
With funds scheduled to be ex- 


guarantee. The new black and 

white page rate, however, represents 
hausted by Feb. 1, State leaders re- 
garded it as imperative to get a re- 


a reduction of 17.5 per cent. 
The Progressive Farmer and 
lief bill through the Legislature by 
that date. A boost in the gasoline 
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DEPRESSION? 


THE HOUSE OF HUBBELL, INC. 


» 4 
DEPRESSYON 


1932 


with 
COPY PRINTING MAILING 


HE 


er 


DOES THE WORK 


IDEA ART 


HUBBELL BUILDING 648 HUPON POAD «CLEVELAND «MAIN 5485 


The House of Hubbell, Cleveland, 
doesn't think so, judging by the 
mailing card sent out this week. 


famous slogan, “The Flavor Lasts.” 

Mr. Wrigley applied his formula 
for selling to copy-writing. It was, 
“Be brief, patient, pleasant and 
never argue.” 


This slant caused him to reject all 


Southern Ruralist will add a four- 
color cover service Sept. 1, 1932. 
The paper’s announcement said: 
“Advertisers want lower net ad- 


Leland Wooters, of the Des Moines 
Register and Tribune, who was re- 
elected secretary of the Roto- 


ee ee 


| 


cularize every telephone subscriber 
in the country. He did this twice, 
in 1915 and 1919, sending four sticks 
of gum with each letter. At present 
the company is circularzing 900,000 
retailers once a month. 


‘ 


_ A plan having dominance of a me- 
dium as its salient feature always 
received his close attention. The 
Curtis Publishing Company sold him 
a contract in 1915 by offering him 
the only spread in the Saturday Eve- 
ning Post. . 

* He filled the magazine space with 
a reproduction of the current poster, 
to which a little incidental copy was 
added. ‘ 


If magazine salesmen had pos- 
sessed the acumen of a certain gro- 
cery paper representative, he might 
have developed into the dominant 
figure in the magazine advertising 


competitive copy. Neither did he ap- 
prove of “reason why” copy, which 
became popular -during the last of 
his regime. 


His test of advertising ideas, his 
own included, was the immediate 
reaction on him. Every plan and 
piece of copy was passed on in- 
stantly. 


Diagnosing a Failure 


Mr. Wrigley set great store by 
the advertising value of color. He 
considered a change of color in pos- 
ters as important as a change of 
copy. Some of his poster campaigns 
consisted of a series exactly alike, 
except for the color scheme. 

Mr. Wrigley went on the road 
when he was 14, first as a sales- 
man for his father’s soap and later 
for lines he jobbed out of Chicago. 


vertising costs and a lower rate per 
page per thousand subscribers. 

“We could not provide appreciably 
lower advertising costs on a circu- 
lation guarantee of 1,000,000 net 
paid, because of our already low 
milline rate and rate per page per 
thousand. 

“Our circulation guarantee there- 
fore was reduced by 150,000 in order 
to offer substantial savings to ad- 
vertisers.” 


ers would say, “Why throw your 
money away? You won’t sell any 
more gum. Everybody knows Wrig- 
ley’s.” 

“Yes,” he would reply good na- 
turedly, but pointedly, “everybody 
knows Wrigley’s, and they’re not 
going to forget it.” 

Along with the criticism there 


gravure Advertising Association at 
its Chicago meeting last week. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


POSITION WANTED 


Young man, business university 
trained. 1% yrs. excellent selling ex- 
perience; 114 yrs. varied, intense, and 
very successful advertising experi- 
ence. Writes; makes good layouts. 


tax was suggested as a quick way 


of financing the relief bill. 


The Illinois Petroleum Marketers, 


understood to embrace all of the 
leading refiners, stepped into the sit- 


uation here with its copy, headed 


“When Hunger Calls.” 


They pointed out that increases in 


gasoline tax tend to reduce con- 


sumption because of the law of di- 
minishing returns. 

“Give relief quickly, but equalize 
the burden,” was its plea. 

The copy was placed by the 
Stack-Goble Advertising Agency, 
Chicago, which said future adver- 
tising by the association depends on 
the fate of the relief bill. 


Plan Cincinnati Frolic 


The annual dinner dance of the 
Advertisers’ Club of Cincinnati will 
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ADVERTISING AGE 


January 30, 1932 


FROM CINDER PATH TO MICROPHONE 


Lanny Ross, Yale track star of 1925-27, is now one of radio's famous 

voices, being featured on the Maxwell House Coffee Hour. He was 

indoor champ over the 300-yard route in 1927-28, but passed up the 
Slympic games for a European concert tour. 


ADVERTISING MENU FOR HOTPOINT BANQUET 


Menu 


CANAPE OF ELECTRIC COOKERY COUNCIL NATIONALE 


Nela-Nema Plan 


CONSOMME OF RADIO N. B.C. 


G. E. Circle Radio Program 


ENTREE ALA TRADE 


Trade Paper Advertising Trade Broadsides + House Organ 


PRIME CUTS OF NATIONAL ADVERTISING 


National Weeklies Women's Magazines * Home Magazines 


POSTERS AU OUTDOORS 


Cooperative Outdoor Advertising 


NEWSPAPER POTATOES 


Cooperative Newspaper Advertising 


DIRECT MAIL IN SEASON 


Per Thousand Dressing 
SALES HELPS SURPRISE EN MASSE 
DISPLAYS ALA MODE 


NOVELTY DEMI-TASSE CALROD CORONAS 


Edison General Electric Appliance Co. presented the advertising plan 
for Hotpoint ranges in this new fashion at a recent dinner in Chicago. 


ARNO ART ON THE POSTERS 


= 


HOTOGRAPHIC REVIEW OF THE WEEK § 


JUST STAND AND WATCH THE ADVERTISING GO BY 


SS TT = a a een ay ; - — r= 
be a Se * 
ia 


: ae 


With installation of the world's fastest escalators in the London subway by the Otis Ele- 
vator Company, the side walls for the moving stairs were lined with individual booths, 
each accommodating a panel for advertising purposes. 


GIVES ADDRESS VIA TRANSATLANTIC 'PHONE 


_~ * 


Anita Kepler, Citrus Products Co., 
is chairman of the annual party of 
the Women's Advertising Club of 
Chicago. Mark the date—Feb. 5. 


CONFERENCE 


~ 


Gilbert T. Hodges, president of the Advertising Federation of Amer- 

ica, addressed the Publicity Club of Leeds, England, from New York, 

Jan. 22, asserting advertising men of America will join those of 
Britain in leading the parade toward prosperity. 


BEATING THE DEPRESSION IN 1907 


FREE INTRODUCTORY CARD N° 


ea Up smear RRS. 

-| i PEPSIN GUM re | 
YOUR JOBBER WILL GIVE YOU IN EXCHANGE FOR .- 

THIS CARD IF USED BEFORE 

ONE FULL SIZED BOX 


WRiGLey’s; PEPSIN: GUM; 
WHICH WILL BRING You $1.00. 


WRIGLEY’S SPEARMINT GUM HAS THE LARGEST SALE OF ANY BRAND IN THE 
WORLD AND !8 THE MOST EXTENSIVELY ADVERTISED. 

USE THis CARD AT ONCE. MAKE A DOLLAR FOR YOURSELF AND GIVE YOUR 
CUSTOMERS A CHANCE TO TRY WRIGLEY’S SPEARMINT PEPSIN GUM, 


nonce To somsene. A Magen 


KINOLY HONOR THIS CARD FOR ONE BOX OF WRIGLEY’S SPEARMINT PEPSIN GUM 
¥ STOCK. & WILL PAY YOU 55e FOR EACH CARO REDEEMED ANDO 


F 
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Another photograph in the De- 
troit exhibition. RaTURNED TOUS.” 
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